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One stop shopping 
tor office papers 


Two hundred items—19 different lines of quality papers you want from the handy Graphicopy 
Hammermill Graphicopy® Papers—are right at “Paper Selection Guide”. Then order by 
your fingertips at your nearest Hammermill number. Simple? It’s the easiest way to buy 
“supermarket”. paper you've ever tried. 

Make one stop—or better yet, one phone call Hammermill Graphicopy comes in easy-to- 
—and your Hammermill supplier can fill all open cartons, with a unique E-Z Carry Pak* 
your requirements for office printing and dupli- _ that eliminates digging for the packages. You'll 
cating. Just pick the 84% x 11 and 8% x 14 slike it. Hammermill Paper Company, Erie, Pa. 


*Patent Pending 


HAMMERMILL GRAPHICOPY* PAPERS 
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AD BLOWUPS e¢ PRESENTATIONS 


BLACK BOX COLLOTYPE 
STUDIOS, Inc. 


4840 West Belmont Ave., Chicago 41 
Telephone AVenue 3-0262 


Cincinnati Dallas Detroit 


Minneapolis 
FEderal 6-6878 


i Indianapolis 
GArfield 1-3543 WHitehal! 3-7573 TUxedo 5-555! Liberty 7-1650 


Pittsburgh, Pa. Roanoke, Va. Rochester, N. Y. 
ATlantic 1-1195 Dlamond 4-3950 GReenfield 3-0360 


Kansas City 
BAI|timore 1-1933 MAdison 4-6486 TEmple 3-6015 
St. Louis San Francisco Seattle 
Olive 2-0202 DOuglas 2-7673 LAkeside 2-2325 


EING FRAMED! 


..:and we love it! 


You say you don’t like calendars... 
you say you never hang them... Man, 
you've never seen the likes of 

this one! This is art . . . masterful 
reproduction that makes each 

picture page pretty enough 

to frame ... And you probably will! 


The photographic-like quality of screenless 
collotype printing makes each picture 
truly an “‘original.’’ The 

beautiful photographs on each calendar 
page are reproduced in full-color, 

duotone, and black and white. 


We're starting a limited edition 
now! So, if you want your 
name on the Preferred list to 
receive one of these 1960 
Calendars, better mail the 
coupon today. Just clip it 

to your letterhead. 


Please put my name on 
your Preferred List to receive 
a 1960 Calendar printed by collotype. 


Name__ 





Company Name 





Address___ 


City 





meth 


Los Angeles Massillon, Ohio 
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POSED BY LOUIS NYE, APPEARING ON THE STEVE ALLEN SHOW, NBC-TV 


How to get electedaV.P... 


(without being a politician) 


It’s a landslide! Just give your boss these honest BALLOT BOX BUSTER! Ask your Consolidated Paper 
facts. Paper costs represent about 25% of the aver- Merchant for free trial sheets. Have your printer 
age printing job. By using Consolidated Enamels, make a test run to compare performance, quality, 
he can save as much as 20% without cutting quality. costs. Then let the boss cast his vote. 

These savings are possible because Consolidated Available only through your Consolidated Paper Merchant 
specializes in the manufacture of enamel printing 
papers. By using its own modern methods, * 
Consolidated eliminates several costly manufac- 


enamel 
printing 


papers 
turing steps while maintaining finest quality. 

1 ) 
A COMPLETE LINE FOR OFFSET AND LETTERPRESS PRINTING 
Consolidated Water Power & Paper Co. + National Sales Offices : 135 S. LaSalle St., Chicago 3, Ill. 


World’s largest specialist in enamel printing papers 
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Just Caletin Us 


Take Advantage of News Breaks 


One of the surest ways to win success in promotion is by taking advantage 
of news breaks and other events which spotlight certain situations or increase 
public interest in particular developments. 


I recently had an interesting conversation with Charles G. Braden, general 
manager of the Hawaii Visitors Bureau, one of the oldest and most successful 
tourist promotion organizations in the world. He explained to me that while 
returns from their newspaper and magazine advertising campaigns have been ex- 
cellent over the years, the recent action by Congress conferring statehood on 
Hawaii increased inquiries from advertising by 45%! 


Obviously this means that increased public interest in the islands, result- 
ing from the flood of publicity which marked the advent of statehood, has made 


the advertising and promotional expenditures of the Bureau worth a great deal 
more than ever before. 


Not everybody experiences such a spectacular change in the situation as 
Hawaii has enjoyed in its new status, but for every company there are develop- 
ments affecting its business and its customers which. represent new and improved 


opportunities for successful promotion. The opening of the St. Lawrence Seaway 
is another good example. 


If you're on the lookout for happenings of this kind, and are quick to take 
advantage of them, you can make your dollars buy a lot more in impact, reader- 
ship and results. Thus the development of a keen sense of news values, which 
will recognize and exploit significant changes in the situation, will prove to 
be one of your most valuable and profitable assets. 


et et Foe 


G. D. Crain Jr. 
Publisher 
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CARL HELLMAN 


noted Chicago designer 
and artist. 


PROCESS 
PRINTING 


in mind!’’ 


‘Screen process printing is the only 
medium I know that can deliver the 
hard-sell visual impact our clients 
require on their Point-of-purchase 
banners, counter units and floor dis- 
plays. We’ve designed a considerable 
number of these sales aids and in 
working with screen process printers, 
we've been highly pleased with their 
ability to deliver 2-3 and 4-color jobs 
quickly, and in the larger quantities 
required for national campaigns. 
Because retailer acceptance of these 
P-O-P jobs has led to a higher rate of 
in-store placement, both we and our 
clients will continue to give special 
consideration to screen process print- 
ing in our layout and design planning!” 


if you are responsible for the creation and 
production of Point-of-purchase material, 
why not call in your screen process printer 
today—he is a helpful source of ideas on 
all display jobs! 


THE 


NAZ-DAR 


COMPANY 
manufacturers of 
“Intensified Pigmentation'’ 
Screen Process Inks 


461 Milwaukee Avenue + Chicago 10, Illinois 
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vertising 
Requirements 


Cash in on Your Company’s Firsts 
Every company, no matter how young or how old, can gain 
promotion values from its firsts. Erna M. KELLEY 


Sales Promotion on Gasoline Alley 
The Indianapolis automobile race, America’s largest sport- 
ing event, has a wealth of tie-in possibilties. 
VENLO WOLFSOHN 


® How to Work with TV Newsmen 
A working television executive gives some practical advice 
to help you get more time on news programs. JACK FERN 


How to Judge a Jingle 


Even if you have a tin ear, you may still have to make 
musical judgments. JOHN JAMES 


How to Beat the Postage Boost 
An AR survey reports on what advertisers are doing to 
make their mail dollar go further. Rosert B. Konrkow 


8 Postmasters’ Hints for Better Mail Service 
The men who handle the mail contribute practical sugges- 
tions to AR’s Handbook for Admen. 


How to Build Long Life and Wide Use into a P.O.P. Program 60 
Parke-Davis has achieved an unusually high degree of ac- 
ceptance with a program of high professional quality and 
approach. 


How Automation Boosts Sales, Cuts Inventory 
When Martin-Senour came up with an automatic paint 
mixer, it found that it had to round it out to a complete 
program. 


® How to Open a New Building 
An open house can be more successful — and economical, 
too — when you use your own staff as much as possible, 
according to the experience of Hitchcock Publishing Co. 
Bruce B. Howat 


Building Business with Diamonds 
To attract traffic downtown, a group of St. Louis merchants 
built a promotion around diamond giveaways. 


MiLprReD WEILER 


8 How to Run a Successful Contest eee 81 
An expert consultant in running contests deals out some 
down-to-earth advice and checkpoints. Cyrm F. Drappy 


A Contest for Better Kitchens 


A statewide contest in Oklahoma has resulted in building 
both goodwill and sales for an appliance chain. 
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Design & Color: Cure for a Sick Image 
A designer points out the requirements for a corporate 
image that can carry its share of the load. 
Davin Kinc MarsHALL 


Keep the Dragons out of Packaging! 
A leading designer calls for the maturing of package design 
to meet its new responsibilities. Aan BErNI 


An Integrated Design Program 


A package design for a British soft drink influenced the 
company’s entire design program. 


Triple-Duty Packaging 10 
The case history of a new package which helped build cor- 


porate identity, relate new products, and improve self- 
service sales. 


6 A Guide to Embossed Paper 


You can add a touch of elegance at little cost through the 
use of paper that carries a third dimension. 


Betty AULENBACH 


Why Buys Printing? 
A printing salesman casts a quizzical eye on the buying 
practices he runs into in agencies and advertisers. 
Pau. L. Brink 


How to Find Plates When You Need Them 
A system developed by a middle-sized agency permits you 
to keep track of plates and electros. JAMEs E. SMITH 


The Photography of Wingate Paine 
A selection from the works of this outstanding advertising 
photographer, who is at home in a variety of moods. 


What’s the Big Idea? 


A noted agency executive points out that too many ads are 
losing effectiveness because they get away from essentials. 


BrEatric—E ADAMS 
B Articles for your Adman’s Handbook 
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Standard 


Standard Light 
Standard Light Condensed 


Standard Medium 


ow Standard Bold 


Standard Extralight 
Extended 


Standard Light 
Extended 
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Extended 
Standard Extraboid 
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Standard Condensed 
Standard Medium Condensed 
Standard Bold Condensed 
Standard Extrabold Condensed 
AMSTERDAM CONTINENTAL TYPES 
AND GRAPHIC EQUIPMENT, INC. 


268 FOURTH AVENUE NEW YORK 10, N.Y. 
SPRING 7-4980 
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What are the 
ingredients 
of. a 
good highway 
display? 


You'll get the answers to these and 
_other vital questions about good 
highway displays in this new 


FREE HIGHWAY DISPLAY 
DESIGN GUIDE 


If you design, produce, and place out- 
door advertising in any form—this 16 
page, full color book is a must! It tells 
you how to make your signs more effec- 
tive and more productive. It gives you 
valuable tips about the signs that sell in 
this important advertising medium. Best 
of all, it’s FREE! 


send for your copy now! 


: MINNESOTA MINING AND 

: MANUFACTURING COMPANY 

: Dept. RBC-99, St. Paul 6, Minnesota 
Please send me a copy of your new, 
highway display design guide, 

* and Watched For.’ 

: NAME 

: TITLE 

: FIRM_ 

* ADDRESS 


¢ CITY... 


“Welcome ¢ 
° 


Miiaine ano 
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SAINT PAUL 6, MINNESOTA 





The Editors 


A Proposal... 


Why Not a ‘Freedom 
Promotion Council’ 
To Aid in Cold War? 


We've just returned from the Na- 
tional Strategy Seminar at the Na- 
tional War College in Washington, 
D. C. For two weeks, it was our 
privilege to participate in a broad- 
scale briefing on just where we 
stand in the so-called “Cold War.” 

Frankly, it wasn’t a very pretty 
picture we received from the na- 
tion’s leading experts. To those in 
attendance, there was no question 
about the fact that the U. S. faces a 
continuing battle against the forces 
of world-wide communism. 

It isn’t our purpose to discuss the 
subject in detail in this column, but 
if AR readers are interested in more 
details, we’d like to suggest an im- 
portant new book on the subject — 
“Protracted Conflict” by Robert 
Strausz-Hupe, William R. Kintner, 
Alvin J. Cottrell and James E. 
Dougherty (Harper, New York). 


> The whole point of mentioning 
the subject here is to offer a sugges- 
tion for furthering U. S. interests — 
and those of the entire free world — 
through the formation of a new or- 
ganization of volunteers. What we 
have in mind is a companion or- 
ganization to the highly successful 
Advertising Council. 

For sake of discussion, let’s call it 
the “Freedom Promotion Council.” 
Just as the Advertising Council has 
given effective promotional support 
to dozens of worthy domestic causes 
(plus a few international programs 
such as Care), the FPC could add a 
new dimension to the U. S. aim of 
promoting the democratic way of 
life for all nations and all peoples of 
the world. 


Display typefaces in this issue . 


To our mind at least, there is good 
reason for the formation of such an 
organization. While it’s usually con- 
sidered a nasty word in this country, 
propaganda has proved to be a 
highly effective tool for our enemies 
in the Cold War — the Protracted 
Conflict, as Dr. Strausz-Hupe de- 
scribes it. The U. S., on the other 
hand, has constantly come up a poor 
second in the battle of words that 
win men’s minds. 


> This presents a somewhat amazing 
paradox, since no nation comes even 
close to the U. S. in the development 
of advanced techniques of com- 
munications. However, we have 
concentrated most of our communi- 
cations brainpower on commercial 
endeavors. Our top public relations, 
sales promotion and advertising 
men have long been enlisted in the 
commercial world, where they have 
done such an effective job that our 
standards of living have ascended to 
a peak far above the fondest dreams 
of those whom we battle in the Cold 
War. 

Why not enlist these forces in our 
Cold War struggle? While a number 
of excellent communications people 
have taken official government 
positions, it is highly unlikely that 
the best people will ever forsake 
their commercial endeavors for gov- 
ernment service, except for a “hot 
war.” Not only is there the matter 
of fewer dollars, but all agree that 
the creative climate is far different. 

A Freedom Promotion Council, 
however, could draw upon these 
creative minds to help solve specific 
“propaganda” problems, without 
calling volunteers into full-time 
government service. Like the Ad- 
vertising Council, such an organiza- 
tion could be given at least semi- 
official recognition — and with it, 
an opportunity to provide a vital 
service that few would refuse. 

+ + «continued on page 8 
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Now ... handsome bindings for 
hard-working business books 


Du Pont vinyl “PX” cloth is ideal 
for bindings that must have both 
Sales appeal and serviceability 


PX’ cloth and Fabrikoid 


aU PONT 


£6. us pat OF 


Du Pont vinyl “PX’* book cloth has a 
uniform, pure-white printing surface on 
which colors reproduce richer, sharper, 
truer... and it is remarkably durable 
many times more scrub-resistant than py- 
roxylin materials of the same grade. It 
feeds well into offset presses; binds readily 
on standard equipment. 

That’s why Simmons-Boardman Pub- 
lishing Corp., N. Y.,N.Y.,had Plant Location 
bound in Du Pont vinyl ‘‘PX” cloth. The 


*“ PX” and “Fabrikoid” are Du Pont’s registered trademarks f 


Patent for vinyl “PX” cloth has been applied for 


E. I. du Pont de Nemours & Co. (Inc.) 


“PX” book cloth 
Name 

Firm 

Address 

City 


SS ae 


cover halftone appears sharp and con- 
trasty ...a brilliant red highlights the title 
and contents. 

For your new-business presentations, 
reference works, catalogs, directories, prod- 
uct manuals or technical books . . . be 
sure to get the added benefits of Du Pont 
“PX” cloth bindings. For FREE sample. 
swatches, further information, write E. I. 
du Pont de Nemours & Co. (Inc.), Fabrics 
Division, Dept. AR910, Wilmington 98, Del. 


or its impregnated and coated bookbinding materials. 


Fabrics Division, Dept. AR910, Wilmington 98, Delaware 


Please send me free sample swatches, more information on new Du Pont vinyl-impregnated 


Zor 1 
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PRIDE 
IS THE DIFFERENCE 


Manifest 
Duplicator 


Lint free. Good rigidity. Mois- 
ture controlled. The perfect 
economy sheet for hundreds 


of office uses. 


Works well at top speeds 
on any duplicating machine. 
Gives sharp reproductions, 


maximum number of copies. 


For samples, ask your Fran- 
chised EASTERN Merchant. 


Or write direct. 


EASTERN 


EXCELLENCE 
1M FINE PAPERS 


EASTERN 


EASTERN FINE PAPER AND PULP DIVISION 
STANDARD PACKAGING CORPORATION 


BANGOR, MAINE 
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> Why not just let the Advertising 
Council take on this added task? 
Unfortunately, the job is far too big. 
It requires a single-minded organ- 
ization, with the ability to work ex- 
tremely closely with the specific 
government departments involved 
in fighting the Cold War battles. 

We hope that these comments 
may stir up interest among the 
various communications associa- 
tions, leading supplier organizations 
and many of our individual readers. 
Such a project as we have sug- 
gested is not something which can 
start from a single source. But 
through thoughtful consideration 
and discussion, perhaps the promo- 
tion field will work together to de- 
velop a helpful volunteer organiza- 
tion to aid the side of freedom in the 
dangerous Cold War against com- 
munism. 

We'll welcome the comments of 
all AR readers on this proposal. 


Where the Yellow Went. . In- 
teresting development we've noticed 
in radio and tv commercials these 
days. Remember when the an- 
nouncer always used to suggest that 
we “look in the Yellow Pages” for 
the address and/or phone number 
of the advertiser’s outlet nearest 
you? 

A growing number of advertisers, 
it seems, have decided on a new ap- 
proach. More and more, you hear 
announcers suggest that you look 
on page so-and-so of the white 
pages of your local phone book. 

The reason, of course, is obvious. 
On the Yellow Pages, you'll find all 
of the competitors listed side-by- 
side with your own listing, while 
there are usually only names of 
non-competitors listed in the same 
area in the white directory pages. 


Your Name, Please . . New gim- 
mick for trade show registration is 
the tape recorder. Rather than have 
visitors fill out a card, an attendant 
simply hands a “mike” to the regis- 
trant, who recites name, address, 
business connection, etc. This speeds 
up the registration process, yet pro- 
vides a record which can be tran- 
scribed just as quickly as working 
from a stack of cards. 


Free Promotion Aid . . Every- 
woman’s Family Circle has come up 
with an effective gimmick for pro- 
moting its contest for ad people (the 
prize is a trip to Paris). Here’s the 
copy: 

“Helpful as always, we've picked 
up a passport application for you, 
just to make certain you'll be set to 
take off for Paris for New Year’s 
Eve. Before filling in your passport 


application, make certain you've 
mailed your entry...” 

Attached, of course, was an offi- 
cial passport application form. 

Another more common gimmick 
was a postcard mailed from Paris, 
Ky. Copy: “This is the only Paris 
you'll get to unless you enter the 
Family Circle contest .. .” 


Somebody Goofed . . Last month 
we commented on the new tax reg- 
ulations which permit cigaret 
makers to eliminate the familiar 
blue stamp from their packs. Here 
was a wonderful new opportunity 
for creativity. 

But how have the promotion- 
conscious cigaret people reacted? 
From the evidence we've seen, the 
typical response was to substitute 
an imitation blue-on-blue “stamp” 
looking as much as possible like a 
government issue. 

We assume that the present pack- 
aging equipment requires some kind 
of strip across the package top to 
seal the pack. But why not put this 
attention-getting spot to productive 
use? For example, it could be used 
for promotional copy . . . to offer 
a self-liquidating premium .. . or 
maybe it could even be sold as ad- 
vertising space. Or how about a 
public service message such as 
“Smokey the Bear” urging smokers 
to crush their cigarets before dis- 
carding? 


Interesting Contest . . With 
tongue-in-cheek, the folks at Elec- 
trical Merchandising approached 
the decision to hold a contest. Listen 
to this introductory copy: 

“Jot down your Pro-jections of 
1959 industry sales for a round 
dozen appliance-electronics-house- 
wares items on this ballot. Enter it 
in the Electrical Merchandising 1959 
A. P. Sweepstakes. In January, 
1960, you may be the winner of the 
Mystery Grand Award (we have a 
full year to work on this) — or one 
of an unknown number of Consola- 
tion Awards (if your own sales go 
up, who needs consolation?) — and, 
for every entrant, the firm assurance 
that you'll be a year older.” 

The rules — “so simple even your 
competitors can understand them,” 
the copy explains — were in a sim- 
ilar vein. Entrants were asked to 
list their estimates of 1959 sales for 
such items as air conditioners, freez- 
ers, washers, etc. 

The publication offered to send all 
entrants a “confidential summary” 
of the forecasts received. All-in-all, 
it added up to a very effective way 
to obtain specific forecasts from in- 
dustry leaders — something mighty 
difficult to accomplish (just ask any 
editor or trade association execu- 
tive). 44 





PRIDE IS A SUNFISH. Pride. Born in an instant of sun and water. 
Revealed in a boy’s first catch. Reflected in a father’s dream come true. 


Pride is a part of a man’s heritage. Good printers know its truth. Proud 
craftsmen find it in Atlantic fine papers. 


EASTERN 


Cover - Bond - Opaque - Offset - Ledger - Mimeo - Duplicator - Transiucent At lantic 


EASTERN FINE PAPER AND PULP DIVISION - STANDARD PACKAGING CORPORATION 
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lm Coming 
Conventions 


All meetings listed here are annual 
conventions, unless otherwise described. 


SEPTEMBER 


4-5 .. . Graphic Arts Trade Assn. of 
America Inc., Waldorf-Astoria, New York 


5-9 . .. Intl. Assn. of Printing House 
Craftsman, Statler-Hilton, New York 


6-10 . . . Printing Industry of America, 
Waldorf-Astoria, New York 


6-12 . . . Spectra °59, International 
Graphic Arts Exposition, Trade Show 
Building, New York 


6-12 . .. Natl. Graphic Arts Assn., New 
York City 


6-12 . . . Educational Graphic Arts Ex- 
position, Coliseum, N. Y. 


7-10 . . . Intl. Assn. of Electrotypers & 
Stereotypers Inc., Biltmore, New York 


9-12 . .. Intl. Typographic Composition 
Assn. Inc., Park-Sheraton, New York 


13-15 . . . Produce Packaging Exhibition, 
Sheraton, Philadelphia 


13-16 . . . Direct Mail Advertising Assn. 
Queen Elizabeth, Montreal, Canada 


13-16 . . . Natl. Paper Trade Assn., Fall 
Convention, Conrad Hilton, Chicago 


14-17... The Premium Show, Premium 
{dvertising Assn. of America, Astor, New 


York 


16-19 . . . Mail Advertising Service Assn.., 
Queen Elizabeth, Montreal, Canada 


17... . Sales Promotion Workshop, Assn. 
National Advertisers, Sheraton, Chicago 


17-18 . . . Natl. Electric Sign Assn., Fall 
Conference, Netherland Hilton, Cincinnati 


22-25 . . . Office Equipment Manufac- 
turers Institute, National Guard Armory, 
Washington 


27-29 . . . National Fibre Can & Tube 
Assn., The Broadmoor, Colorado Springs, 
Colo. 


28-30 . . . Business and Corporate Gift 
Show, Trade Show Building, New York 


29-Oct. 2. . . Industrial Film & Audio- 
Visual Exhibition, Trade Show Bldg., New 
or 


OCTOBER 


3-11... Intl. Show & Congress of Print- 
ing, Publishing & Paper Industry, Fair 
Grounds, Milan, Italy 


5-9 . . . Society of Motion Picture & TV 
Engineers, Fontainebleau, Miami Beach, 
Fla. 


14-16 . . . Point-of-Purchase Advertising 
Institute, Statler, Washington 


18-21 . . . American Photoengravers 
Assn., Statler Hilton, Dallas, Tex. 


Panne eens se eenessseeasaasensesaenasens 


How to Buy Business 
Christmas Gifts 


Two-thirds of American business organ- 
izations give gifts at Christmas to cus- 
tomers and prospects. This candid report 
tells how to approach the gift-giving 
problem, what decisions must be made, 
and what kinds of gifts to give. 


The Agency and 
Point-of-Purchase 


A report on a special 
survey on agency-adver- 
tiser-producer relation- 


What Does Type 
Really Say? 


Type has a meaning be- 
yond the words it says, 
as this report indicates. 


How to Use 
Second-Best Photos 


What to do when you’re 
stuck with photos that 
aren’t too good, but are 
essential. 


How An Agency 
Uses Videotape 


A report on the televi- 
sion activities at BBDO, 
and the role of tape. 
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Be Just as 
Proud of Your 
Erasing 
as You Are of 
Your Typing! 


E ven on today’s superb machines — | 


electrics or standards — typists make oc- 
casional mistakes. But you can be just as 


proud of your erasing as you are of your | 


typing. Erasing results are almost 


cially selected Weldon Roberts erasers for 
correcting impressions made through car- 
bon or fabric ribbons. 

rh I ERASING 


TWO EASY ha 
No. 448 


4 l. GREEN GLOW 


Removes surface car- 
bon to prevent 
smearing. Soft green 
rubber encased in 
spiral paper wrap- 
ping with pull-string 
for easy repointing. 


No. 3650 
GRAYPOINT 
WHISK 


Removes the final 
image. Wood-cased 
eraser with quality 
gray rubber core. 
Easily repointed in 
any pencil sharpener 
or with a knife. Hex- 
agonal; won't roll 
off your desk. With 
whisk for brushing 
away eraser crumbs. 
(No. 365 GRAY- 
POINT, same eraser 
without whisk.) 


OR 


No. 378 
GRAYPOINT 


With same quality 
gray rubber core. 
Spiral paper wrap- 
ped, like No. 448 
Green Glow. The 
Graypoint Erasers 
are also superb for 
erasing impressions 
typed through fab- 
ric ribbons. 


Order these erasers 
today from your dealer! 


WELDON ROBERTS 
RUBBER CO. 
365 Sixth Avenue 
Newark 7, N.J. 


World's Foremost Eraser Specialists 


Correct Mistakes in Any Language 
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unbe- | 
lievably clean and quick with these spe- | 


O/ 
I SOLVED IT 


Have you solved a work-a-day problem simply and effective- 


ly? Tell us how, in not more than 200 words, with pictures or 
drawings where possible. ADVERTISING REQUIREMENTS will pay 


$10 each for items published here. Send materials to Editor, 


| Finds Right Way Around 
| Printing Budget Block 


Recently, after a _ specialized 
meeting for which no budget had 
been established for printed pro- 
ceedings, the need for a printed re- 
port on a series of meetings, became 
apparent. Since a normal printing 
appropriation was unavailable in 
this case, our alternate course was 
to prepare a typewritten summary 
on Multilith mats with one of our 
regular electric typewriters. 

This did not make a good solu- 
tion, however, since the normal size 
pica type would obviously give the 
appearance of having been type- 
written and also consume more 


| mats, more pages, and more press 


time, adding to the total in-shop 
cost of the book. 


We found a more attractive 


| “print-like” and economical type- 


face for the composition in a type 
specimen booklet prepared by IBM 
for its line of electric typewriters. 


Choosing a small (micro-elite) face, 
| we found a rental machine with 
| this face and completed the com- 
| position of an entire 60-page book 
| in our own office. Copies were run 
| on single sheets on our Multilith 
| and the binding was done on con- 
| tract. 


Total cost of the work was con- 


| siderably below the cost of outside 


printing while the finished job was 


| a close duplication of the style and 
| quality of earlier printed proceed- 


ings. 
DanreEt J. SCHERER 
Manager, Public Information, 
Atomic Industrial Forum, New 
York 


Ad Posting System 
Eases Bulging Files 


The problem of properly credit- 
ing an account with advertising 
postings and likewise, reducing file 
accumulation of tear sheets was 


ADVERTISING REQUIREMENTS, 200 E. Illinois St., Chicago 11. 
No material will be returned unless specifically requested, 
and accompanied by return postage. 


ADV. AUTH: 
OC MEWSPAPER © RADIO OT.V. © OTHER 
ACCOUNT: 
CITY@ STATE 
GUST. INV. HO. 


DATE iv. auT.$ 


QO OREDIT MEMO 
pay THIS AMT. [* 1] ousox 


© AUTHORIZATION 


QDEAL NO. 
CHARGE TO C CHAIN DRIVE 


O OTHER 


overcome by the fcllowing method: 


1. Have a simple rubber stamp 
made and used on envelopes per 
attached sample. 


2. Cut from the tear sheet, the dis- 
play ad, name of newspaper or mag- 
azine and date of publication. Staple 
together and place in envelope for 
filing. 

Not only has this procedure cut 
50% of our filing efforts, but it has 
allowed an immediate pin-pointing 
of accounts’ advertising status, 
merely by checking the envelopes. 

Watter A. Pace 

VCA Laboratories, Los Angeles 


Topsy-Turvy Format idea 
Sells to Two Markets 


One of my clients publishes two 
distinct grades of school yearbooks, 
custom and budget quality. Most of 
the promotional literature is spe- 
cific to one or the other grade but 
a few pieces must necessarily cover 
both. 

To force the reader to distinguish 
between the two grades we adopt 
a “topsy-turvy” format on every- 
thing from two-page flyers to eight- 
page booklets. For example, a four- 
page folder describes the custom 
yearbooks on pages 1 and 2; page 
3 is upside down and the reader 





MANUFACTURER SELECTS 


sore's Jeather Finbossed 


TO GIVE SALES APPEAL T0 CATALOG! 


“Sorg's LEATHER 
EMBOSSED gave our 
Catalog the touch of 
distinction we wanted”. 
Since our catalog 
reaches top executives of 
companies in the chemi- 
cal and distilling fields, 
we feel that it must measure up to the same 
high quality standards for which ANSONIA 
products are well known. For that reason, we 
selected Sorg's Leather Embossed from among 
several stock samples recommended to us for 
printing our catalog cover. Our decision was a 
good one. Leather Embossed gave our catalog 
the touch of distinction we wanted 
Walter Buchert, Vice-President 
ANSONIA COPPER & IRON WORKS 
Cincinnati, Ohio 


Here’s Why LEATHER EMBOSSED has become such a Favorite! 


Whether you are looking for strength or beautiful appearance, 
Sorg’s Leather Embossed Cover is sure to be your choice. Now 
offered with a rich, new, deeply-embossed leather grain finish, 
strong, cylinder-made Leather Embossed is unsurpassed for any 
job that demands a rugged, colorful, distinctive-looking paper. 
In the manufacture of Leather Embossed, selected fibers are 
subjected to a special process in forming which results in a paper 
of solid strength and excellent printability. So, no matter which 
of the 12 colors — or new brighter, truer white — you choose, 


you can be sure of getting top press performance from Leather 


Your Sorg distributor will be happy Embossed. 


to furnish you with the new Leather 
acide tale call aux Yasin ae Ask your Sorg paper merchant for sample sheets of Leather 


bossed Sample Portfolio. Phone him Embossed for your own press-testing. See for yourself why 
Leather Embossed has become such a favorite with printers 
the nation over. 


ssengnemramaeasrressen: 


e Manufacturers and Converters of Stock Line and Specialty Papers 
Offices in NEW YORK « CHICAGO « BOSTON « ST. LOUIS « LOS ANGELES 
SORG STOCK LINES 
WHITE SOREX « CREAM SOREX « LEATHER EMBOSSED COVER « PLATE FINISH « EQUATOR INDEX BRISTOL « REGISTER BOND 
MIDDLETOWN POST CARD « 410 TRANSLUCENT « EQUATOR LEDGER « SORG'S BLOTTING « BRILLIANT VELLUM 
TENSALEX « GRANITEX » PARCHTEX 
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GED REPRINTS 


This is a selected list of reprints currently in stock. A complete list ran in June. 
Unless another price is given, each sells for 25c. In lots of 10 of any one re- 
print, the price is 20¢ each; lots of 50 or more, 15¢ each; lots of 100 or more, 
12'/2¢ each. Order by number from Reprint Editor, Advertising Requirements, 


200 E. Illinois $t., Chicago 11, Ill. Please enclose payment if your order totals 
less than $2. 


New This Month 


277 The Mayflower Story — by Edward L. Van Riper . 
A public service program that turned out to be excellent public relations 


Advertising Specialties 


307 A Basic Guide to Specialty Advertising 
What every adman should know about this medium — a Best of AR feature 


Art 


256 How to Buy Graphic Arts Material — by Donald Davis 


A guide to help graphic arts buyers 
236 A Code of Ethics for Art 


The official code of ethical practices in buying art 
Audio-Visuals 


303 A Basic Guide to Business Films 


Checkpoints in planning, production and distribution of motion pictures 
262 How to Get More from your Film Budget — by Fred A. Niles 


A producer tells how you can make your dollar go farther 
224 The Art of Communication — by Richard A. Naumann (50c) 


A fourth-part series teaching admen production techniques and uses of audio-visuals 
Binding 


193 Loose-Leaf Binding 
28-point guide to selecting proper loose-leaf bindings 


Direct Advertising 


304 A Basic Guide to Direct Mail 


Planning, procedures and checklists for more effective mailing 
How to Get an Effective Christmas Card — by Bette Macon 


Some practical suggestions to improve your greetings 
Peek-a-Boo Envelopes Can Sell 


How alert advertisers are using envelopes with the extra window 
Can You Afford to Run Your Own Lettershop? — by Francis S. Andrews 


True economy is not always achieved by doing your mailings yourself 
240 Making an Effective Direct Mail Package — by William Baring-Gould 


An expert from Time Inc. gives some practical suggestions 
214 Are Amateurs Ruining Direct Mail? — by Dick Hodgson 


A provocative approach to the growing demand for professionalism in this medium 
172 202 Tips for Direct Mail Advertising (50c) 


A 16 page booklet reprinting AR’s two special articles on direct mail advertising 


Engraving 


112 Do's and Don'ts for Better Engraving 
Engravers’ answer to AR’‘s survey 


Publicity & Promotion 


274 The Sales Promotion Executive of the Year 


About Ken Duncan, winner of the AR-SPEA award, and his winning campaign 
271 How to Get your Film Shown on TV — by Jim Atkins 


A news editor gives some practical advice on film preparation 
268 Barnyard at the Waldorf — by Russel K. Crenshaw 


The story of Pfizer's press show, which installed live animals in a hotel 
267 Disneyland Finds Solution to Tourist Promotion Problem 


An unusual house organ which promotes business for competitors builds Disneyland 
260 Special Report from Sales Promotion Convention (50c) 


AR’s coverage of SPEA meeting has 10 idea-packed reports 
How Basketball Built a Company Name — by W. F. Walker 


An official of Vickers Petroleum tells how basketbal! built brand recognition 
199 Merchandising Publicity — by Morris B. Rotman 


Case history of publicity program which drew extra dividends through effective merchandising 
185 How to Handle Relations With Radio, Television & Newsreels — by William G. Cox 


A guide to an effective publicity program for audio and visual media 
180 Getting the Most from Publicity Photos — by Leo Solomon 


Some practical hints on producing photographs that will win space 


Signs 


244 Designing for Posters — by Garrett P. Orr 


Practical hints from a leading art director in this field 
216 How to Use Highway Signs 


A guide to the basic principles of outdoor advertising 
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must turn the folder and look at 
page 4 (now page 1) for the be- 
ginning of the story on the budget- 
priced yearbooks. 

An eight-page booklet will have 
two “front covers” ... one for the 
custom books, the other for the 
budget ones. The center is the half- 
way mark and there’s no possibility 
of going through that stop sign. 

CATHERINE M. Marriott 

Philadelphia 


Display Truck Substitute 
Found in Vinyl! Pass Case 


The problems facing our salesmen 
in showing a wholesaler our com- 
plete Easter line were particularly 
involved since it meant carting in 
25 bulky packages. 

To help them out, we considered 
a color catalog and quickly dis- 
missed the idea upon investigation 
of costs. 

Hugging this idea to our hearts, 
however, we let our imaginations 
wander and came up with a vinyl 
pass case containing transparent 
acetate accordion-style windows. 

We had color shots taken of the 
line and slipped them into the pass 
case windows. We were able to get 
three or four items on each 21x 
34%” color card and so displayed 
our full line in just eight cards. 
These were placed back to back in 
the four windows, and when fas- 
tened, made a compact packet a 
salesman could slip into any pocket. 

Marvin L. ZIMMERMAN 

The Sweets Co. of America, Ho- 

boken, N. J. 


Preventive Idea Cures 
Messy Mark-Up Trouble 


It is a standard practice with our 
company to remove all markings 
from artwork before placing them 
in the files. This presented us with 
a complicated cleanup job that was 
aggravated by one outfit which per- 
sisted in marking all of our art- 
work they handled with ball point 
pens, and black or red grease pen- 
cils. 

After trying to get all concerned 
to make mark-ups that could be 
erased easily, we finally fell back 
on “an ounce of prevention” as our 
credo and placed a strip of one-inch 
masking tape along the edge of the 
drawings. 

Now the strip of tape takes the 
beating . . . not the artwork. When 
time comes to file we simply re- 
move the tape and everybody is 
happy. 

HERMAN E. JAcKSON 

Decatur, Il. 
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manufactured by Chillicothe Paper Co. 








for 
needle-sharp 
reproduction 


Alamo 


Alamo Text and Cover 

is another distinguished sheet 

in the quality family of Chillicothe papers. 
With a classic white color, 

flawless formation, 

and perfect behavior on the press, 

Alamo adds the extra measure of brilliance 
which means realism in reproduction. 


Available in matching text 

and cover weights (see back page), 
and an interesting variety 

of fancy finishes. 


This insert lithographed 
in four colors on Alamo Text, 
Leghorn Finish, Basis 80. 





for 

black and whites 
and 

duotones 

too. 
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Alamo 


4 ~— 4 xr || or «TO 
text and covet 
quality 

controlled 

from pulp to package. 
Available in text weights: 

Basis 25 x 38 — 50, 60, 70 and 80. 


Available in cover weights: 
Basis 20 x 26 — 50, 65 and 80. 


CHILLICOTHE PAPER CO. Chillicothe, Ohio 





New Cold Type System 


© Allow me to congratulate you on 
an informative article on “The ABC 
of Cold Type” (AR, July). It gave 
me data I did not have on hand. 

I have worked out in theory a 
system of preprinted lettering which 
is relatively fault free. Here are the 
essentials: 


1. Coat back of acetate or Mylar 
with a thin coating having small 
affinity for the base stock. 


2. Print desired letters, etc., on this 
coating. 


3. Ink used in foregoing step has, 
as an additive, a non-aggressive ad- 
hesive which is pressure sensitive. 


4. Position letters on copy and bur- 
nish down. 


5. The printed matter, having a 
greater affinity for the paste-up 
surface than for the acetate or My- 
lar, readily adheres where bur- 
nished. 


6. Eliminated are undesired edges, 
unwanted reflections and arduous 
cutting. 


7. Advantages are applicability to 
nearly every surface, extreme flex- 
ibility and economy. 


The technical requirements of 
producing such a system present lit- 
tle or no challenges to even the 
most limited research organization. 
Perhaps this letter will help to 
speed the availability of such a 
product. 

Harry C. ALLMAN 

Medford, Wis. 


More Music Makers 


@ I just had to get into the act after 
seeing the article “When Ideas Come 
in Pairs” in your June issue. 

You can add ourselves to the fan- 
tastic coincidence of similar mail- 
ings that occurred with Dayton 
Rubber and Harris-Seybold Co. 

Our mailing “Music to Install Gas 
Vent By” is dissimilar only by the 
fact that it is an actual record sent 
to some 30,000 plumbing and heat- 
ing contractors throughout the U.S. 

The timing was almost identical 


with Dayton and Harris-Seybold, as 
it was conceived early this year and 
mailed in early May. 
Ricwarp E. Hewitt 
Manager, Advertising & Sales 
Promotion, Amerivent, Los An- 
geles 


Flower Pictures 


© We note on page 15 of your June 
issue that you have a long list of 
stock photo sources. I wonder if 
you have us on your list for photos 
and electros of all the flowers com- 
monly grown from seeds. 

Though we are a seed company, 
we have had this service for 20 
years as a convenience, not only to 
our seed customers but to advertis- 
ing agencies and any others inter- 
ested. Our selection in 8x10 black 
and whites numbers over 2,500, and 
over 500 varieties in Ektachrome. 

In addition, we supply dot repro 
proofs and electrotypes of half- 
tones and process plates at a rea- 
sonable charge. 

Howarp Bopcer 

Vice-president, Bodger Seeds 

Ltd., El Monte, Cal. 


(Thanks for the information. Your 
name is now on our list .. . Ed.) 


Who Has Adman’s 
Handbook? 


© Our company subscribes to AR, 
and I would like information on the 
AR Adman’s Handbook. 

Is there an actual book or book- 


| 


SNAP-LOK™" 


QuICK CHANGE 
POSTER FRAME 


3 No wrinkle, no curl 
Poster spring-gripped 


Ideal for changeable message on 
truck sides, indoor or outdoor 
P-O-P. Quick change feature over- 
comes dealer lethargy. Made of 
long-lasting aluminum, anodized 
finish. Write today for complete 
specifications on SNAP-LOK or 
Arlington's complete line of alumi- 
num displays and display frames. 


*Patent Pending 


RLINGTOW 


ALUMINUM COMPANY 
19001 W. Davison ¢ Detroit 23, Michigan 


Please send me FREE information on: 


([] SNAP-LOK Frames [(_] 5-Way Easel 
(_] Aluminum Display Frames 
(_] Arlington Permanent P-O-P Displays 


name 
title 
firm 


Da CO cnr 
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medium extended 
roman and italic 
14 to 36 point 


other sizes available soon 


For specimen sheets write to: 


BAUER ALPHABETS, INC. 
235 East 45th Street, New York 17, N.Y. OXford 7-1797-8-9 


AMETCO VIRGIN-VINYL 


3-RING BINDERS 
astowas B Ae LOTS OF 1000 


An AMETCO quality Linder with individually- 
designed cover will magnify the effectiveness of 
your sales catalogs, presentations, sample books, 
price manuals or sales-promotion literature. 


Write for free literature, including quantity 
prices, styles, colors. 


AMERICAN THERMOPLASTIC COMPANY 


425 First Avenve © Pittsburgh 19, Pa. 
Typical binder, prepared for leading corporation, 
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let with this title, or is it just the 
reprints from AR? Could you please 
fill me in with more details? 

I enjoy your AR Idea Album, and 
clip each one for my file. 

JERRY GIGLIO 
Advertising & Sales Promotion, 
Fruehauf Trailer Co., Detroit 


(We’re sorry to report that the Ad- 
man’s Handbook is merely a title 
we have adopted for a series of ar- 
ticles which we feel have more 
permanent reference value for the 
adman. They have not been col- 
lected in a book, although that is a 
possibility . . . Ed.) 


nrormarion 
WANTE 


The following letters have been se- 
lected from AR’s mail. In most 
cases, we have been able to supply 
the desired information from our 
growing files. However, so many 
new companies are entering the 
field—almost every day, it seems 
—that we must depend upon our 
readers to help us keep up to date. 
AR will add any such information 
to its files and will promptly for- 
ward it in response to these re- 
quests ... Ed. 


House Organ Exchange 


e As co-editor of our house organ, 
the Cannin Bawl, I would like the 
names of several companies pub- 
lishing their own house organs, so I 
may be placed on their mailing list. 
If you have such a list, or can tell 
me where I can find such a list, I 
would appreciate it very much. 
Britt DECKER 
The Illinois Canning Co., Hoopes- 
ton, Ill. 


(The best directory we know is 
Gebbie’s, 151 W. 48th St., New York 
«= ee 


Idea Library System 


e We are seeking information on 
the complete “formula” for a cate- 
gory breakdown that might be used 
in building an idea library. We 
would appreciate anything you 
might have in your files and/or any 
help from readers. 

Our file folders are full, but when 





we go searching for that “beaut of 
an idea we just have to use some 
day,” it’s thoroughly lost. 
Jim Warp 
Direct Mail Service Co., Charles- 
ton, W. Va. 


Pull-Out Matches 


© Could you please tell us a source 
of “pull-out” safety matches? 

This is a match which ignites 
when pulled from a base of abrasive 
material. These were quite common 
a few years ago. However, in recent 
contacts with major match manu- 
facturers, we have been unable to 
locate this type of match. 

U. A. Hype 

President, Topp Agency, Austin, 

Tex. 


Pencil Cup 


@ We are anxious to find the manu- 
facturer of what is commonly 
known as a pencil cup or pencil 
well. If you have this information 
on file, we would appreciate your 
sending us the names of two or 
three such manufacturers. 
HERB JAUCHEN 
Advertising Director, Christian 
Life, Chicago 


Bell-like Banks 


® We are in urgent need of sources 
for savings banks in the shape of a 
bell. We need these for a savings 
and loan client to tie in with their 
61-bell carillon, which is a charac- 
teristic identification feature. 
Tuomas F. BIE 
Secretary-Treasurer, Major & Bie 
Inc., Norfolk, Va. 


Literature Racks 


@ We would appreciate very much 
your recommendations on sources 
for stock or customer literature and 
poster display racks — both free- 
standing and counter types. 
Bayarp WILSON 
Advertising Dept., Natl. Bank of 
Detroit, Detroit 


Sources for Prizes 


e We need help. Can you give us 

the names of firms who sell or fur- 

nish prizes to be used in contests, 

promotions and on television pro- 
grams? 

JosEPH S. TRuM 

Trum Ad. Agency, Beaumont, Tex. 


Now available 
in Roman and Italic 
from 8 to 48 point. 
See your nearest 
Bauer Type Dealer or write 
on your letterhead to: 
BAUER ALPHABETS, INC. 
235 East 45th Street 
New York 17, N.Y. 
OX ford 7-1797-8-9 


BOT 


DAY OR NIGHT 


YOU ARE 
SELLING 


24 HOURS WITH 


Litho or screen process... 
Any shape, size or type... 
Plain or reflectorized .. . 
Volume production 


ROBERTSON SIGN COMPANY 


15 N. LOWRY AVENUE © SPRINGFIELD, OHIO 
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Solve your 
Selling 
Problems 


_ @ PARTS & INSTRUCTION 

~ MANUAL COVERS 

# VINYL HEAT SEALED COVERS 
_.._@ INDEXING 


SALES HELPS 
designed for you! 


Our specially trained art-staff will 
create or redesign your present 
cover. An expert salesman also 
specially trained in the catalog 
field is at your immediate call 
to assist you in solving your prob- 
lems. Ideas and samples submitted 
without cost to you. 


S Tad PRODUCTS CO.' 


3211 W. Grand Ave., Chicago 51, lll. 
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@ The Penrose Annual, Volume 53, 
edited by Allen Delafons; published 
by Hastings House, New York, 115 
pages, $12 . . . Each year this edi- 
tor’s life is made brighter by the 
arrival of a new edition of this 
sturdy perennial. Like the flowers 
of spring, it brings a note of color, 
a brilliance of design, a complete 
satisfaction, both intellectually and 
esthetically. 

It is unfair to list this book, as we 
do most, simply by the number of 
pages. For this does not include the 
many plates, in both black and 
white and color, the special inserts, 
the fascinating ads. What other 115- 
page book do you know that is more 
than 114” thick? 

Among the articles in this year’s 
volume of special interest to AR 
readers is the opening piece by Ed- 
ward Rondthaler, Photo-Lettering 
Inc., New York. Mr. Rondthaler 
points out that photocomposition is 
currently trying to follow the pat- 
terns set by metal type. Only after 
wider acceptance is achieved will it 
be able to take on a design that 
utilizes its new techniques. The 
author points out some of the di- 
rections this development might 
take. 

Also of interest is a report by 
Yasushi Hoshino, of Tokyo’s Insti- 
tute of Technology, on the Japanese 
development of a talking book, each 
page of which can be both read and 
listened to. 

There are 22 more articles, some 
of them immediately useful, others 
merely fascinating. 


© Packaging Research: an Inven- 
tory, by Spencer A. Larsen; Ameri- 
can Management Assn., New York, 
270 pages, $6 . . . The bulk of this 
book is a list, classified by subject, 
of magazine articles and books on 
various aspects of packaging, mostly 
technical. It will be of value to any- 
body who wishes to find what is 
available on any new packaging 
problem that comes across his desk. 

Two shorter sections cover the 
trends in packaging research, and 
the probable directions in which re- 
search will go in the future. 

The final section lists publications 
which have their primary concern 
with the packaging field, and thus 
omits those which, like AR, cover 


the important merchandising as- 
pects of packaging. It also lists 
available directories, business asso- 
ciations and other reference mate- 
rial. 


© The Technique of Film Anima- 
tion, by John Halas and Roger Man- 
vell; Hastings House, New York, 348 
pages, $10. .. This book, by two Brit- 
ish experts on the film, should prove 
to be one of the standard works of 
any film maker, user or viewer. It 
is primarily not a “how to do it” 
book, but rather a volume which will 
lead to a greater understanding of 
this most complicated and yet most 
versatile medium. 


It is extensively illustrated, with 
both examples from animated films 
from all over the world and with 
line drawings to illustrate a point of 
technique. 

It’s worth reading through as a 
unit, to achieve a new understanding 
of the wide applications of anima- 
tion, and to keep handy as a refer- 
ence book to be referred to as prob- 
lems arise. 


© A Directory of Foreign Advertis- 
ing Agencies and Marketing Re- 
search Organizations, published by 
the U.S. Department of Commerce; 
available from the Supt. of Docu- 
ments, Govt. Printing Office, Wash- 
ington 25, or Dept. of Commerce 
Field Offices, 135 pages, 45c . . . This 
booklet lists, country by country, or- 
ganizations performing advertising 
and research functions. For most of 
the entries, information is given on 
the number of staff members and 
the functions covered. An appen- 
dix lists international networks of 
agencies. This should be a useful 
starting point for agencies or ad- 
vertisers needing overseas repre- 
sentation. 


e Advertising Layout and Art Di- 
rection, by Stephen Baker; Mc- 
Graw-Hill, 342 pages, $13.50 . 
This book is destined to be one of 
the standard reference volumes in 
the advertising field, and is a 
worthy addition to the publisher’s 
series on marketing and advertising. 
The author, a senior art director 
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3eckett Hi-White. Type looks sharper... 


blacks look blacker . whites look 











vero ae colors look deeper toned... 
finest details of the original artwork are 
faithfully preserved. The paper itself is 
radiantly white, but with a roseate under- 
tone, producing, for the first time in a 
sheet of paper, the effect of whiteness 
with warmth. For details about this 


extraordinary paper, please turn the page. 


BECKETT 


is available in four standard basis weights 
—70, 80, 100, and 120 Ibs., and in four 
popular sizes. 

In addition to Smooth Vellum, Beckett 
Hi-White can be supplied in a variety of 
fancy finishes. 

Its matching cover stock, Hi-White 
Buckeye Cover, is made in four weights 
and is available in Antique, Smooth Vellum 
and a variety of fancy finishes. 

Complete sample books on request. 


THE BECKETT PAPER COMPANY 


MAKERS OF GOOD PAPER IN HAMILTON, OHIO, SINCE 1848 


Full color illustration courtesy of Faultiess Starch Company. 
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at Cunningham and Walsh, has not 
only collected the material, but he 
has also designed the book, and he 
deserves congratulations on both 
scores. It has a large page size and 
is lavishly illustrated. 

If you want to be an art director, 
if you have to work with an art di- 
rector, or even if you are curious 
about the role of the art director, 
get this book and read it carefully. 

One section that should interest 
far more people than art directors 
is the analysis of the organization 
of an art department. After some 
general discussion, Mr. Baker goes 
into detail on how specific agencies 
and specific advertisers, both small 
and large, have organized their art 
departments. 


© Encyclopedia of American Asso- 
ciations, published by Gale Re- 
search Co., 3414 Book Tower, De- 
troit 26; 716 pages, $20 . . . The sec- 
ond edition of this useful directory 
lists the astounding number of 8,- 
892 national organizations, some 
3,000 more than the earlier 1956 
edition. 

Each listing includes the name of 
the association, its headquarters ad- 
dress, its executive head, the num- 
ber of members, the size of its staff, 
and other pertinent information. 

An example of its completeness 
can be gathered by the simple fact 
that the subject index lists 114 na- 
tional associations in the field of 
advertising and public relations. 

For finding your way to sources 
of information, of promotional as- 
sistance, of research facilities, and 
of markets and mailing pieces, this 
volume should be well worth its 
price. 


e TV Advertising, by Arthur Bel- 
laire; Harper & Brothers, New 
York, 292 pages, $6.50 . . . This is a 
book for anybody who has anything 
to do with the production and pro- 
gramming of television commercials. 
The author, vice-president in 
charge of television and radio copy 
for BBDO, tells the reader that, re- 
gardless of his connection with the 
medium, “he will derive the most 
from this book by casting himself, 
temporarily at least, in the role of 
either an advertising manager of a 
company utilizing the medium or of 
an agency television account execu- 
tive.” 

“As a full-time agency man,” he 
continues in his preface, “specializ- 
ing in television advertising since 
the birth of this exciting medium, I 
hold far less patience for theory 
than for practice. Consequently I 
purposely postponed any attempt at 


The hidden 
side. of FILM 
COMMERCIALS 


the ‘how-to-do-it’ approach until 
the medium had matured to the 
point where basic principles could 
be set down as both timely and 
timeless fact. The time has now 
come when practical, everyday ex- 
perience in this medium can, for the 
most part, be labeled as standard 
practice.” 

The book explains clearly the 
steps required from the concept of 
the idea to its appearance on the tv 
screen. It outlines the places where 
decisions must be made, and gives 
the factors to be considered. It is a 
useful addition to the adman’s li- 
brary. 


@e Handbook for Sales Meetings, 
Conventions and Conferences, and 
how to make them work! by Joseph 
D. Cooper; The National Sales De- 
velopment Institute, 100 Garfield 
Av., New London, Conn., 256 pages, 
$22.50 . . . It is a good thing that this 
book has a page size of 84x11’, for 
how else could they manage to put 
the complete title on the front 
cover? 

But the over-size pages permit the 
use of large type, good margins and 
useful illustrations and checklists. 
It is a useful guide to all the tech- 
niques that enter into planning a 
meeting. 

The author is presently assistant 
to the vice president of research and 
development for Emerson Radio 
Corp. 


@ Say It With Words, by Charles 
W. Ferguson; Alfred A. Knopf, New 
York, 218 pages, $3.50 . . . The au- 
thor, a senior editor of the Reader’s 
Digest, is a man who is both in love 
with, and has great respect for, 
words. In this attractive volume, 
he outlines an approach to com- 
munication through the word that 
will be useful to all who have writ- 
ing as part of their regular tasks, 
even if they do not consider them- 
selves professional writers. 

Even the professional writer 
should gain much from this book. 
It’s readable; it’s packed with ex- 
amples. While it doesn’t lay down 








IDEA NO, 149 
Sales-Stimulatin’ Sticker 


Even the simplest printed piece can 
become a “standout,” result-wise, 
by using modern, moistureless 
Kleen-Stik. Here’s one that 
National Cleaners Chemical Mfg. 
Co., Chicago, uses to remind cus- 
tomers to phone for rush service. 
Art Saltz, National’s “peppery” 

Sales Manager, had his agency, 
Burlingame-Grossman, design 
this bold reminder. Thanks to 
Kleen-Stik’s easy peel-an’-press 
application, salesmen can place one 
near every customer’s one —on 
desk-top, stockroom wall, or other 
handy spot. Simple . . but it stim- 
ulates extra sales! Larry Berland, 
of Berland Printing Service, 
Chicago, gets the nod for a neat 
print job. 


The World’s Most Versatile 
Self-Sticking Adhesive 


25 YEARS OF PRESSURE-SENSITIVE PROGRESS 


1934-1959 
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IDEA NO, 150 
Kleen-Stik Sells Everything— 


— including the kitchen sink! When 
Youngstown Kitchens Division of 
American-Standard, Salem, Ohio, 
wanted to stress the many advan- 
tages of their new Servi-Centersink 
unit, they designed this large (11 
x 15) label to go rigi ht on the product. 
Attractively Reef d in three colors 
on Kleen-Stik 800-V, it plainly 
shows all the new ‘gadgets’, lists 
cleaning instructions, etc. After in- 
stallation, it p-e-e-l-s off clean and 
easy. Ad Mgr. Frank Kautzmann 
worked with Bill Matthews, Sales 
Mgr. for Great Lakes Lithograph 
Co. of Cleveland, to produce this 
effective ‘‘silent salesman’’. 
Your sales won’t sink if you 
get “in the swim” with versa- 
tile, long-lasting Kleen-Stik 
displays. See your regular 
printer, lithographer, or silk 
screener for ideas...or write for 
our free **Idea-of-the-Month”’ 
service. 


| kleen-sti 


7300 West Wilson Avenve 
Chicago 31, Ilincis 
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no 


tricks 


just 


bags by E smart 
natco, 

either from 

our standard 

line or custom 
manufactured, 
offer thousands 

of smart sales 
promotion slants 
for marketers 
anxious to sharpen 
their competitive 
edge. (as product- 
packages, premiums, 
special offers, 
displays or sales 
kits.) why not 

let us match our 
ideas with yours? 
direct factory prices 
justify your inquiry! 
write, wire or 
phone today. 


sales 


promotion 


“suppliers to 
the airlines 
of the world.” 


natco products corporation 
1406 post road, warwick, rhode island 
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rules, it gives the principles which 
each reader can use to work out 
his own personal set of rules, to 
end up with his own personal style. 


© Retail Advertising and Sales Pro- 
motion Manual, Vol. II; National 
Research Bureau, 415 N. Dearborn 
St., Chicago 10, 480 pages, $16.95 
. .. Here is a wealth of ideas for the 
retailer. According to the publisher, 
the actual number is 1,593, divided 
into 10 categories, including adver- 
tising, displays, salesmanship, traffic 
builders, and others. Each has been 
tested in the field, and in most 
cases, the name of the retailer who 
has used the idea is given. 

The manual is available on a 10- 
day free inspection. 


Machine Tool Ads 

Sponsored by the National Machine 
Tool Builders’ Assn., 2071 E. 102nd St., 
Cleveland 6. Open to any member of 
the Natl. Machine Tool Builders’ Assn. 
Competition covers business paper ad- 
vertisements; catalogs or bulletins: di- 
rect mail, or complete campaigns on 
introducing a new machine tool. 

Closes Sept. 1, 1959 


Window Displays 

Sponsored by Paper Stationery & Tab- 
let Mfrs. Assn. Inc., 444 Madison Av., 
New York 22. Open to all retailers dis- 
playing posters, stationery, and other 
related items during National Letter 
Writing Week, Oct. 4 to 10. Each dis- 
play must include at least one official 
poster. Each entry must include a 
photograph (5x7 or larger) of the win- 
dow display and a brief description of 
the display’s effectiveness. 

Closes Nov. 10, 1959 


Building Promotions 

Sponsored by The Practical Builder, 5 
S. Wabash, Chicago. Competition is di- 
vided into 3 groups open to anyone ac- 
tively engaged in the building and sell- 
ing of homes in 1959, except “Oscar” 
winners of 1958 competition and em- 
ployes of Industrial Publications Inc. 
Each entry must include a display of 
samples of all promotional materials, 
and a statement describing the program. 

Closes Nov. 30, 1959 


Car Card Awards 

Sponsored by Natl. Assn. of Transporta- 
tion Advertising Inc., 10 E. 43rd St., 
New York 17. Monthly competition 
open to advertisers, agencies and graph- 
ic arts leaders for best car card of the 
month. Winning entry will be picked 
from a different city each month from 
among car cards submitted by NATA 
members, agencies and _ advertisers 
throughout the country. Best of monthly 
winners will receive award for the out- 
standing car card of the year. 

Closes monthly 





Printing 

Sponsored by Peninsular Paper Co., 
Ypsilanti, Mich. Entries may be sub- 
mitted by paper merchant or sent to 
Peninsular Contest, P. O. Box 2256, 
Detroit. Open to advertisers, agencies 
and printers for any job printed on 
Peninsular cover or text stock. Each 
month three winners. will receive 
awards. 

Closes last day of each month 


NOVEMBER, 1959 
Nov. 1-7 

National Children’s Book Week .. . 
sponsored by The Children’s Book Coun- 
cil Inc., 50 W. 53rd St., New York 19 
International Cat Week . . . sponsored 
by The American Feline Society Inc., 41 
Union Square West, New York 3 

Thanksgiving March for Muscular Dys- 
trophy . . . sponsored by Muscular Dys- 
trophy Assns. of America Inc., Dept. of 


Public Information, 1790 Broadway, 
New York 19 


Nov. 1-30 


Religion in American Life Month .. . 
sponsored by Religion in American Life 


Inc., 300 Fourth Av., New York 10 
National Contact Lens Month . . . spon- 
sored by The Contact Lens Information 
Center, Eye Research Foundation, 37 S. 
Wabash Av., Chicago 

Nov. 3 
General Election Day 


Nov. 11 
Veterans Day . . . (Presidential Procla- 
mation). 

Nov. 14 
Sadie Hawkins Day 


Nov. 15-21 
Diabetes Week . . . sponsored by Amer- 
ican Diabetes Assn., One E. 45th St., 
New York 17 

Nov. 15-Dec. 31 
Christmas Seal Sale . . . sponsored by 


National Tuberculosis Assn., 1790 Broad- 


way, New York 19 


Nov. 20 


National Farm-City Week . . . spon- 
sored by National Farm-City Committee 
Inc., Kiwanis International, 520 N. 
Michigan Av., Chicago 


Nov. 22-28 


National Latin America Week . . . spon- 
sored by Richard R. Falk Associates, 
220 W. 42nd St., New York 36 

National Cage Bird Week . . . sponsored 
by National Cage Bird Week Inc., P. O. 
Box 943, Fond du Lac, Wis. 


Nov. 26 


Thanksgiving Day . . . (Presidential 
Proclamation). 





CONSTANT 
SALES PRESSURE 


vith HEINN 
LOOSE-LEAF BINDERS 


Heinn binders maintain sales pressure by keeping buyers 
aware of your company and your products. The impression 
value of Heinn binders is so good that your salesman’s 
callback usually means a sale. You cut your cost per sales 


call far below the average of $18.92 reported in a recent 
survey. 


Heinn brings you a complete line of custom-styled binders 
and indexes. Prices are low to moderate, depending on 
your preference in workmanship and materials. You get 
the industry’s best dollar value and something more — 
the counsel of representatives who rate as experts in loose- 
leaf planning and design. Measure your results in binders 
that exert sales pressure with- 
out ever wearing out their SPECIAL . . 
welcome, and in insignificant 
costs for each month of service. Send for your free 
sample of Heinn's 
Presentation cover. 


Yes, we're interested in Heinn's special services and 


fast production. Send information on: Probable 


Quantities 


[7] SALESMEN’S BINDERS 
[[] DEALER BINDERS 

[] MANUAL COVERS 

[[] HEINN INDEXES 


_ COMPANY 
’ Sales Zone 5-I 


326 West Florida Street 
MILWAUKEE 4, WISCONSIN 
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HIGH STANDARD 


28 + GER * September 1959 


Everyone reads 


between the lines 


Businessman reading a booklet: As he reads, he is uncon- 
sciously judging the company that sent him the booklet. He judges more than 
the words and the pictures — he reads between the lines. He evaluates the sincer- 
ity of the sales story . . . the over-all design of the booklet . . . the reproduction 
of the halftones . . . the feel and texture of the paper. All these things add up 
to the total impression this booklet makes. If the company shows respect for 
him by taking care in the planning, design, and printing of its booklets — that 
company will win his respect in return. Respectful printing must begin with a good 
printer. See him early. Most likely he will prefer a Warren paper, because he 
will get better results with Warren’s — and so will you. 


printing papers make a good impression 


S. D. WARREN COMPANY, 89 BROAD ST., BOSTON, MASS. 
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‘Wash in on your 


Company, fai 


Every company has a “first” or two in its history, and 


most of these can be turned into promotional events, as 


these examples, from varied firms, illustrate. 


By Etna M. Kelley 


Most of us learn as children that 
George Washington was “first in 
war, first in peace, and first in the 
hearts of his countrymen,” and few 
of us ever forget it, nor do we for- 
get that he was our first president. 

We remember it because the hu- 
man mind notes and_ treasures 
“firsts.” Most of us remember our 
first day at school, our first date, 
other personal “firsts.” Rugged in- 
dividuals stand in line overnight to 
be the first to cross a new bridge 
or to attend the World’s Series ball 
game. It doesn’t make sense, but 
that’s the way people are. 


> A company, too, can gain atten- 
tion and make friends by using its 
“firsts” as promotion and advertis- 
ing themes. Sometimes, it’s true, a 
claim to a “first” may be challenged. 
It that case, it might be salvaged 
by modification. For example, if 
your company is not, as you thought, 
the oldest of its kind, change your 
claim to take in less territory—say 
it’s oldest west of the Mississippi, 
or in the Southwest, as the case 
may be. And perhaps you weren't 
the first in the country to manufac- 
ture roofing material, but were you 
the first to make a certain kind of 
roofing, say slate, or to make an im- 
provement in the manufacturing 
process? If so, say so. 


Companies are telling about their 
firsts in many ways—through ad- 
vertising in magazines, business 
publications and newspapers; 
through literature, such as company 
histories, anniversary booklets and 
even annual reports; and through 
exhibits and displays. 

As a publicity tool, information 
on firsts is especially likely to pro- 
duce results, because editors like 
it. For one thing, it is easy to han- 
dle editorially. No matter how tight 
space may be, an editor can usual- 
ly find room for at least a filler on 
Gail Borden’s having invented con- 
densed milk or having put out the 
first newspaper in Texas. They are 
also partial to pictures of a com- 
pany’s first product or factory, pro- 
vided, of course, that there is in- 
herent interst in the pictures. Such 
pictures tell a story with a few 
words and require little in the way 
of captioning—though the captions 
may sometimes be expanded as 
short articles. 


> Though information on its firsts is 
appropriate when a firm is cele- 
brating its anniversary, or the pro- 
duction of a millionth unit—or other 
such statistical milestone, it may be 
used at any time. General Motors 
is one company which tells of its 
firsts during anniversary observ- 
ances and at the drop of a hat be- 
tween times. Because it is so large 


and its operations so diversified, the 
list of its achievements is a long 
one, and its copywriters have 
learned attractive ways of present- 
ing them. 

When presenting such material to 
editors as publicity, it has a better 
chance of acceptance if presented 
in itemized or tabular form. A 
straight, narrative release may ac- 
company the chronology, but if 
only one is furnished, the itemized 
format is easier for the editor to 
skim and select from. Sometimes 
an outstanding pioneering achieve- 
ment is buried in a release, thereby 
reducing its chances of being used. 

Some editors like the “Then and 
Now” treatment—a picture of the 
earliest model or package along 
with the newest. A paragraph or 
short description of the new, along 
with that of the old. 


> Here are some capsule descrip- 
tions of ways in which companies 
are capitalizing on their “firsts,” 
most of them adaptable to other 
organizations, including the not-so- 
old ones. 


© Exhibits Gulf Oil Corp. 
showed a “Gulf Firsts” exhibit at 
its “Open House” for its new Re- 
search Center at Harmarville, Pa., 
in May, 1957, attended by 18,000 
persons. This was shown later in 
a hotel lobby, a broker’s window 
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In Exhibits . . . Firsts in the history of 
Gulf were the theme of this display unit, 
which has traveled around the country. 


and a department store window. 
Since then it has been routed to 
ten district and division offices, 
giving it plenty of “mileage,” ac- 
cording to a company spokesman. 
Its main elements are a scale model 
of the “world’s first drive-in service 
station,” and photographs, some of 
them rectangles, some circles. 
Among the “firsts” portrayed are 
an over-water well, a marsh buggy, 
a portable gravimeter, and Spindle- 
top—he first oil well drilled with 
a rotary jig. 

The famous Ford exhibit at the 
New York World’s Fair in 1940 in- 
cluded Henry Ford’s first engine 
and his first car, and the first car 
produced by the company after its 
organization in 1903. A brochure 
depicting these specimens of Auto- 
motive Americana, “Famous Firsts,” 
is still treasured by some collectors. 


© House Organs .. . Both external 
and internal company publications 
tell of company firsts, sometimes 
editorially with text, sometimes 
with pictures, and sometimes with 
itemized lists or chronologies. Jones 
& Laughlin helped celebrate the 
steel industry’s centennial with a 
special issue of the company mag- 
azine, Men and Steel. One of its 
features was an excellent chronolo- 
gy of more than 300 items dealing 
with J&L’s own history, with the 
steel industry and in a few in- 
stances the world at large. Typical 
entries: “1889. The first skyscraper 
appeared in New York City’s sky- 
line—steel was making its impact 
on construction . .. . 1894. The aver- 
age hourly rate for a wage earner 
in steel was 21 cents. A _ nickel 
would buy 10 pounds of potatoes.” 
Reproductions of old photographs, 
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advertisements and bills add in- 
terest to this 26-page section. 


© Annual Reports . . . Bridgeport 
Brass Co. used the back cover of its 
annual report to stockholders to 
list some of its “firsts.” The center 
spread of Deere & Co.’s 1957 annual 
report, under the headline, “Farm- 
ing Spreads Its Wings,” has dra- 
matic color illustrations of a six- 
row planter and a cultivator, “An- 
other John Deere ‘First.’” 


® Company Histories . . . Otis Ele- 
vator Co. is justly proud of its con- 
tributions to architecture and con- 
struction—since without vertical 
transportation, in which they pio- 
neered, our modern cities could not 
have developed. The firm has is- 
sued a number of booklets which 
are both interesting to read and 
beautiful to see. One issued during 
its centennial year has a double 
spread of “16 ‘Firsts’ of the First 
Hundred Years.” Heading the list 
is an item on the invention of the 
first safe elevator by Elisha Graves 
Otis in 1853, and at the end, for 
1950: “The first group-supervised, 
intensive-service elevators, with- 
out attendants in the cars, were 
completed by Otis at the Atlantic 
Refining Co. Building, in Dallas, 
Tex.” (Editor’s note: Was that as 
recent as 1950? . . . How fast the 
world moves!) 

One of the most interesting pas- 
sages in “Woolworth’s First 75 
Years” deals with “Woolworth’s in- 
novations,” as outlined by his 
cousin and partner, Edwin Mc- 
Brier: selling merchandise at one 
fixed price; putting goods out so the 
purchaser could see and handle 
everything—what we call open dis- 
play; spot cash transactions. Wool- 
worth is not given to promotion, 
generally speaking, this booklet 
having been published in 1954 when 
the company celebrated its Diamond 
Jubilee. It seems to me, however, 
that it would be well worth while 
for the firm to hammer away at its 
having established the first suc- 
cessful variety store, using three 
principles which have stood up so 
well through the years that they are 


Annual Report 
John Deere claims 
a first in dramatic 

center spread. 


First Pontiac . . . This photo, duly cap- 
tioned, won space for General Motors. 


now taken for granted in our eco- 
nomic system. 

That an organization need not be 
ancient in order to capitalize on its 
“firsts” is strikingly demonstrated 
in the treatment of American Air- 
lines’ brochure, “Workhorses with 
Wings,” which tells the story of its 
airfreight service with a “First” 
theme extending throughout the 
book. It starts with the inside front 
cover, which tells of an American 
Airlines DC-3 take-off from La- 
Guardia Field in 1944, with a cabin 
converted to carry cargo—6,000 
pounds of war priority goods des- 
tined for points west. The headline 
for that page: “FIRST—from the 
first—in 1944.” Among other head- 
lines are: “FIRST— in better tech- 
niques for handling and processing 
shipments on the ground. . .” Text 
and pictures give details on these 
techniques, such as the “Cargo- 
veyor,” a mechanical loading device 
developed by American Airlines, 
and “Solid loading,” which makes 
fuller utilization of cubic area. An- 
other page is devoted to the line’s 
being “FIRST—in establishing a 
distribution consultant service.” (In 
some sections the word “First” is 
used to mean “foremost,” rather 
than in a chronological sense.) 


© Publicity . . . Many companies 
which have extensive anniversary 
programs distribute publicity kits 
to their branches and to the press. 
The best of these have indexes, 
which usually show that chronolo- 
gies or lists of “firsts” are included 
—sometimes both. The index of the 


New 6How Farming . . . 
Another John Deere “Firat” 





Some ‘‘Firsts’’ of the First Hundred Years 
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Youngster with Firsts . 


kit for General Motors’ celebration 
of the production of its 50 millionth 
car lists “Engineering Firsts” and 
“Styling Firsts.” It also lists photo- 
graphs of the “First GM Car” and 
“First GM Dream Car.” Captions 
of other photographs begin with the 
word “First,” among them “First 
Hardtop Coupe,” “First Pontiac,” 
and “First Electric Starter De- 
veloped in This Attic Workshop.” 
When the Borden Co. celebrated 
its centennial its kit contained a 
chronology with 85 entries, ranging 
from Gail Borden’s first application 
for a patent for condensing milk 
(1853) to 1956, the centennial year. 
Borden’s centennial program orig- 
inated in the main office but fanned 
out to its 800-odd operations, which 
were responsible for its execution. 
Here’s an instance of the thoughtful 
planning which is credited with the 
spectacular success of the project. 
The kit contained a list of “Forty 
Firsts,” citing such achievements as 
the development of instant coffee; 
the origination of condensed mince 
meat, Liedenkranz cheese and the 
Mel-O-Rol ice cream process; and 
such technical innovations as the 
introduction of the first step-and- 
drive milk delivery truck, the first- 
streamlined milk tank car. At the 
top of the table is this suggestion to 
branch managers that the material 
be brought to the local level: “If 
your operation has any ‘Firsts’ of 
its own for your community, be sure 


Mutua, Or New York 


THE MUTUAL LIFE INSURANCE COMPANY OF NEW YORK 


. . American Airlines claims a series Veteran with Firsts . 
of firsts in brochure on the growth of air freight. 


rerond of mee 


to give them prominent mention 
and in full detail. Remember that 
by giving a local touch to your 
effort, you will win greater public 
attention and get more publicity 
space in local newspapers.” 


© Permanent Promotion Theme... 
The Mutual Life Insurance Co. of 
New York (MONY) manages to 
remind its various “publics” of its 
“firsts’ in nearly every piece of 
literature it puts out. Here are a 
few examples: Letterhead slogan: 
“First in America” (meaning it was 
the first mutual life insurance com- 
pany to offer life insurance on the 
mutual principle to the general 
public.) Employe booklet: “MONY 
AND YOU,” in a section telling of 
the company’s place in its field, 
contains a paragraph about it as a 
“pioneer,” and adds: “It was the 
FIRST American company to pay 
annual dividends to policyholders 
. . . FIRST mutual company to in- 
sure women .. . FIRST to develop 
the ‘agency system’ with a force of 
salesmen in the field . . . FIRST to 
construct an American mortality ta- 
ble which was to be used for years 
by virtually the entire industry.” 
MONY advertisements and press 
releases are dotted with such refer- 
ences to its pioneering achieve- 
ments. 


© Festivals, Pageants, Parties .. . 
Any kind of company get-together 
can be enlivened by nostalgic ex- 


“FIRST IN AMERICA 

Consistent Theme 
Mutual of 

New York builds 
promotion around 
its claim 

to being first. 
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. . Company history looks back on achievements 
of the first century of Otis Elevator Co. 


hibits or mementoes—early adver- 
tisements or catalogs, pictures of the 
firm’s first site, a picture of the 
first product, or, better yet, the 
earliest model or package itself, if 
still extant. When the Royal Type- 
writer Co. celebrated its 50th an- 
niversary with a gala party, it ex- 
hibited not only some of its own 
“firsts,” such as “the first type- 
writer designed with the operator 
in mind, featuring lithe accelerating 
key action and roller trip escape- 
ment,” but also a pre-Royal 19th 
century circular model. Employes 
dressed in turn-of-the-century cos- 
tumes demonstrated the early mod- 
els, and photographs made of these 
shenanigans attained wide circula- 
tion. 

When Miller Brewing Co. ob- 
served its centennial with a 3-day 
jamboree, attended by 1,200 distrib- 
utors, their wives, and brewery rep- 
resentatives, the setting included 
a life-size replica of the company’s 
original brewery. This was used 
not only for atmosphere, but as a 
background for a pageant. 


e Advertising ...A logical and ob- 
vious way for a company to tell the 
world of its “firsts” is through ad- 
vertising—in any medium. General 
Electric does this often, not waiting 
for particular milestones. As an ex- 
ample there was a double spread in 
magazines recently headlined, “15 
Outstanding Contributions to Light- 
ing,” with the fifteen illustrated by 
drawings in small squares. Among 
them were “First filament .. .” 
“First mercury (lamp) .. .” “First 
fluorescent.” 


> Newness has its advantages, but 
the pioneer who “gets there fustest 
with the mostest” has a promotable 
asset, one which will endure as long 
as the public puts a premium on 
stability and reliability—which 
means forever. 44 
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Getting Gas 

Racers get expert aid 
in all phases of 
preparation. Note 
the decals indicating 
the companies which 
are supporting 

the driver. 
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SALES PROMOTION I 


Gasoline 


The Indianapolis “500” is probably America’s largest sports 
event, and it is also the center of a complex of sales 
promotion activities, aimed at the public and at the experts. 


By Venlo Wolfsohn 


When the checkered flag falls 
ending the Indianapolis 500 mile 
automobile race each Memorial 
Day, it also ends the intensive and 
unique sales promotion campaigns 
of a select group of auto accessory 
firms. The products of these com- 
panies help cars go faster with 
greater reliability, comfort and 
safety. 

Ever since it was built in 1909, 
the Indianapolis Motor Speedway 
has been the stage for sales promo- 
tion activity. At first its races and 
speed dashes against time were in- 
tended to popularize the automobile 
among a still skeptical public. 

Auto manufacturers entered 
teams of cars and accessory firms 
offered ornate trophies, cash awards 
and other prizes (including a gold- 
plated Baby Overland sedan.) The 
accomplishments of the cars and the 
parts they used were widely adver- 
tised after every race. In those days, 
car builders did not have elaborate 
test facilities. The Speedway was 
their research lab. 
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> Today the Speedway still serves 
this purpose with one major change. 
The car markers have completely 
pulled out of racing. In fact, they 


don’t even provide the pace car 


used on Memorial Day now. The 
Speedway buys one from a local 
dealer. 

The accessory manufacturers still 
find that the best test of their prod- 
ucts is high speed competition. Not 
only does it prove out the product 
but it also provides copy slants for 
advertising and talking points for 
salesmen. While there might be 
some doubt raised about perform- 
ances in a controlled test, there can 
never be any question about a 
showing in the “500.” 


> The race is America’s greatest 
single sports attraction. Some 250,- 
000 people jam the grandstands and 
infield on Memorial Day. During 
the preceding month at least 100,000 
or more go to the track to watch the 
practice and qualifying sessions. 
But the spectators are only an in- 
direct target of the Speedway pro- 
motional effort. The real audience is 


the little group of drivers and me- 
chanics, 250-300 automotive experts, 
who labor in the track’s garage 
area. It is for them that the elabor- 
ate service facilities and stockpiles 
of parts are maintained in “Gasoline 
Alley.” 

The technical representatives of 
the accessory firms have two objec- 
tives when they set up shop at the 
Speedway. First, they want to get 
their product used on as many cars 
as possible. Second, they want to 
have it installed and functioning 
properly so it will give maximum 
service. 

The Speedway opens on May 1 
for practice and by the time of the 
race there may be several hunderd 
service experts and sales represent- 
atives on call to assist mechanics in 
preparing their cars. 


> The track management limits ad- 
vertising within the track to the 
most discreet signs. The Speedway 
has never permitted bright banners 
and pennants with commercial mes- 
sages to line the course as is al- 
lowed on European road courses. 














«acM-J Stickability 


M-J Old Tavern gives you 


perfect gummings for perfect performance — 


Water Soluble Adhesives 


Just wet and set on the surface desired. Dextrine, 
animal and specialty glues for adhesion to china, glass, 
paper, leather, rubber, porcelain, wood, fabric, masonite, 
plastic, and other surfaces. 


Heat Seal Adhesives 
!... in an instant — sticks forever. Your 
“old faithful” for the moisture-proof surfaces of to- 


day’s modern packaging — cellophane, saran, paper 
board, glassine, most textiles and fabrics. 


Dry-Stik Adhesives 


No moistening — just peel off the protective back- 
ing. Sticks to most clean, dry, hard, smooth surfaces — 
glass, porcelain, baked enamel, wood, chrome, stainless 
steel, aluminum, most plastics. 


Only M-J gives you perfect performance 
on both sides of the label 
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FINE PAPERS DIVISION, WARE, MASS. 


Lithographed on M-J Old Tavern Gold, Label Weight, one of more than 100 fine papers in the Ludlow Paper Line. 





Behind the Scenes at Indianapolis . 


If a firm wishes to advertise to 
the spectators they 
channels. 


have several 


@ They can buy space in the thick 
program 


e They can subscribe cash prizes 
for the race ($53,550 from 16 firms 
in 1958) 


e They can award trophies which 
are publicly acknowledged 


@ They can put up lap prizes ($150 
to the driver leading at the end of 
each lap) 


e They can enter or sponsor a car 
in the race. 


The prize list is open to all and 
includes donors from the automo- 
tive industry as well as an Indian- 
apolis meat packer and “The Milk 
Industry.” The latter provides a 
cooling drink after the race to the 
winning driver. 

Special trophies and awards pro- 
vide tie-ins for many other national 
and local firms. The winner, run- 
ner-up and chief mechanic of the 
first-place car are given engraved 
cups, cash and even a year’s meal 
ticket at a restaurant. All awards 
are listed in the program and in 
Speedway news releases. 


> Until about 1930, the cars were 
known only by the names of their 


. . Racers before and after 
the races are surrounded with backers and supporters, from 
those who see that wheels are in balance (top center), or special 


makers. Then they became high- 
speed billboards carrying the colors 
of enterprises ranging from a ciga- 
ret to an airline to a chinchilla farm. 
farm. 

Owning and entering a car in the 
“500” can easily cost more than 
$75,000. Last year the starters in- 
cluded the Dean Van Lines Special, 
the Dayton Steel Foundry Special, 
the Bowes Seal Fast Special, the 
Novi Automobile Air Conditioner 
Special, the D-A Lubricant Special 
and the Massaglia Hotels Special. 

Sponsoring a car is considerably 
less expensive, costing from $500 to 
$10,000, depending on the car’s 
chances of victory. The sponsor 
may paint his name on the car and 
use its photos in his advertising. 

The most successful sponsor of 
Speedway cars was the Blue Crown 
Spark Plug Co. Their cars, owned 
by an engineering wizard named 
Lou Moore, won in 1947, 1948 and 
1949, finished second in 1947 and 
1948 and third in 1949. 


4 While the Speedway exercises 
little supervision over promotional 
activity within its grounds, it does 
control which firms shall enjoy rent- 
free facilities in “Gasoline Alley.” 
About a dozen are now granted 
garage space during May at the 
track. 

A newcomer must make his en- 
trance by popular demand. If 


delivery of piston rings (top right). A tired and grimy winner 
gets a lift from a drink of milk (lower left); a racer fuels up 
(lower center) or gets a congratulatory handshake (lower right). 


enough drivers and mechanics want 
the service or the product of a 
firm, the Speedway will find room 
for it. The track will grant admis- 
sion to the garage area for repre- 
sentatives of firms who do not yet 
have permanent space there. A pri- 
mary requirement for residence in 
“Gasoline Alley” is that a firm must 
provide service for most of the 45- 
50 cars entered each year. 

The demand for the technical ad- 
vice rendered by company repre- 
sentatives is heavy. They are on 
call 24 hours a day and frequently 
labor around the clock with a me- 
chanic to help get top speed from 
his car. This service is provided 
without charge. In almost every 
case, the parts are given free as 
well. 

In return, the company is per- 
mitted to affix its decal beneath the 
driver’s seat. If a firm is offering 
a cash award it usually stipulates 
that the car winning it must carry 
the company’s decal. 


>» The most extensive Speedway op- 
eration is that of the Firestone Tire 
& Rubber Co. The first “500” win- 
ner and the past 35 winners have 
used Firestones exclusively. Since 
the mid-20’s Firestones have been 
on every car in the race. 

Firestone sells its tires to the car 
owners at a special price. It buys 
back those of the first and second- 
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place finishers for further testing. 

In addition to its large permanent 
racing headquarters adjoining the 
Speedway, the company has garage 
space for sales and service. Fire- 
stone also contributes $12,000 to the 
prize fund to be divided among the 
first five finishers. 


> Another Speedway old-timer is 
the Champion Spark Plug Co., at 
Indianapolis each May since 1913. 
Champion keeps from four to ten 
technicians at the track offering as- 
sistance with ignitions and making 
proper spark plug applications. No 
charge is made for either the plugs 
or the service. 

Champion adds $12,000 to the 
award list for cars using their prod- 
uct. They also sponsor the exclusive 
“Champion 100 Mile Per Hour 
Club.” Only drivers who have com- 
pleted the 500 mile race without 
relief at more than 100 miles per 
hour are members. The club ban- 
quet following the race each year 
is the social high point of the month. 
Like many other companies, Cham- 
pion provides T shirts with their 
logo and caps for drivers and their 
crews. 


> The Bear Manufacturing Co. has 
three locations in the garage area 
with ten specialists on hand. Besides 
its regular garage, it has covered 
racks for wheel alinement and 
frame straightening and another for 
wheel balancing. All service is free. 

Bear has been coming to the 
“500” since 1931. Sun helmets with 
its teddy bear trademark have been 
a popular headpiece for years. 


> Magnaflux Corp. has been operat- 
ing its Magnaflux and Zyglo sta- 
tion since 1936. The two units lo- 
cate fatigue cracks and defects in 
steel and non-ferrous parts. All 
cars must have their steering parts 
magnafluxed before being permitted 
to practice. Again, there is no 
charge for the service. 


>In point of longevity, both the 
Mobil Oil Co., which provides fuel 
and oil to contestants, and the Per- 
fect Circle Corp., makers of piston 
rings, join the Speedway old-timers. 
Mobil’s “Flying Red Horse” decal 
is prominent on many of the cars. 
Mobil was also the largest contribu- 
tor to the accessory prize fund in 
1958, adding $13,900 to the total. 

Perfect Circle’s residence dates 
from 1924. The advice of its techni- 
cians is backed up with reprints of 
engineering articles from its ex- 
ternal house organ. The company 
also distributes playing cards to 
crews. 
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>» The benefits coming to the firms 
operating at the Speedway cannot 
be measured in direct sales. Magna- 
flux reaps a harvest of magazine ar- 
ticles and new contacts among 
prospective customers. Bear gains 
experience in servicing new chassis 
designs. Champion adds to its store 
of technical knowledge which prob- 
ably is the greatest direct return 
for every company, no matter what 
it gains promotionally. 

All firms, even those without 
quarters at the Speedway, use the 
results of the race in their advertis- 
ing and public relations programs. 
Some firms, and Firestone in par- 
ticular, rent the track for a nominal 
fee for tests which are later pub- 
licized. Advertising based on the 


race or on special tests is carefully 
supervised by the United States 
Auto Club, racing’s major govern- 
ing body. False or slyly-worded 
claims bring a quick warning from 
USAC and could result in the firm’s 
losing its sanction to function at 
USAC events, of which the “500” 
is the major one. 

In the long-run, it is the motoring 
public who benefits from the “500.” 
The first rear-view mirror was used 
in this race. Balloon, and later cord, 
tires were tested and perfected 
along with other, less obvious auto- 
motive improvements in the 42 run- 
nings of the “500.” That is the real 
value to both the Speedway regu- 
lars and the public in the Memorial 
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DIRECT MAIL 
Gimmick Mailing 


Advertisers and agencies were amused when they received a 
box containing a pair of dice, all six faces of each with but a 
single spot. This was sent out by WJR radio, Detroit, to illustrate 
its policy of no double or triple spotting of radio commercials. 
The theme was ‘Snake Eyes Means You Lose,” and was utilized 
in business magazine advertising, as well as in mail promotion. 
Campbell-Ewald Co. is the agency. 


PHOTOGRAPHY 
Poor Photography 


A campaign by “Coronet” to increase its space sales to camera 
manufacturers used actual photographic prints, very amateur in 
appearance. The copy pointed out that most people who take 
pictures do not read camera magazines, so they must be reached 
through the magazines they do read, if they are to be sold better 
equipment. The prints, in both black and white and in color, 
were tipped onto a mimeographed sheet. 


PUBLICITY 
Press Release 


Polychrome Corp., Yonkers, N. Y., combined a sampling with its 
release announcing a new product in an eye-catching way. In- 
troducing a pressure-sensitive tape specially engineered for 
printers, it reproduced its release on a sheet of litho film, and 
stripped it into a sheet of standard masking paper, using pieces 
of the new tape to hold it in position. An additional piece was 
stripped over the copy to demonstrate its transparency. 


PUBLIC RELATIONS 
Employe Cooperation 


Goed public relations depends upon an attitude conveyed by 
every staff member, and this is often hard to achieve. Ruder & 
Finn, New York, p.r. counsel for Emmons Jewelers, Newark, 
N. Y., has attacked the problem directly by making a bimonthly 
award to an Emmons employe for p.r. achievement. A six-page 
leaflet, sent to each employe, described the activities which are 
eligible for the award. 
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How to Work with TU Mewsmen 


Television news programs are hungry for gocd 
material, but it takes the right approach 
to persuade the editors that yours is good enough. 


By Jack Fern 

Film Control Executive 
CBS Television News 
New York 


If there is a problem for public 
relations men in the care and feed- 
ing of cameramen, reporters and 
assignment editors, it is the lack of 
understanding of what the film peo- 
ple are trying to do and how they 
do it. In most cases our experience 
has been that this is due to a back- 
ground developed on the print side 
of news media. Few public relations 
men have been directly or remote- 
ly connected with news coverage 
via film. 

That news film has some pe- 
culiarities is a mild description of 
what often is the most complicated 
phase of journalism. If you wish to 
use the word insanity, few of us 


This article is reprinted with the per- 
mission of the Mike & Screen Press Di- 
rectory and Newsguide, an annual 
compilation of personnel in television 
networks and stations, radio stations 
and newsreels, state, local and munici- 
pal government, sports, and major in- 
dustrial concerns of interests to persons 
in broadcasting news and public rela- 
tions. It is published by the Radio- 
Newsreel-Television Working Press 
Assn., New York. 


will argue. On the other hand, the 
results for the public relations man 
successful enough to move a story 
for his client on one or several 
newsreels or one or several net- 
works is tremendous. For one thing, 
there is no such thing as a three line 
clip on page umpty-six. When you 
make it, you make it big with cir- 
culation that numbers into the mil- 
lions. 


> Generally speaking, we are see- 
ing an increasing number of p.r. 
men who are becoming savvy about 
news film. There remain, however, 
a large majority who have little 
knowledge of what can be offered 
in the way of a film story or the 
problems and needs of the men they 
are trying to sell on covering their 
story. 

Since ours is a business of details, 
any complete listing of “do’s and 
don’ts” is impossible. There are, 
however, a considerable number of 
high spots. 


Sledgehammer Tactics .. For 
one thing, we are not an insensible 
group. Therefore, when an approach 
is made to the CBS Assignment 
desk, it will not add to the warmth 
of your reception when you specu- 
late “. . . Garroway is planning to 
use the story.” I’m quite certain 
that the NBC people go equally stiff 


of lip when a similar thought is 
made re the Doug Edwards Show. 
Dropping a v.p.’s name in your ap- 
proach will also cause a_ frosty 
cloud to form around most assign- 
ment desks. It’s not that we’re un- 
responsive to the wishes of the men 
we work for. Far from it. Only we 
figure our bosses know us well 
enough to let us know their feel- 
ings directly. 


Different Media .. There are 
definite divisions in our media. Ra- 
dio is an obvious entity. On the 
film side there are three major 
areas: news programs; syndicated 
services; and theater newsreels. 

The news programs normally are 
five, ten or fifteen minutes long and 
therefore handle a limited number 
of stories. These are highly compe- 
titive programs, and it goes without 
saying that the men who produce 
them stand and fall on their com- 
parative operations. A story di- 
rected toward a news program must 
have a good deal of meat. Feature 
material often loses out unless far 
out of the ordinary run of filler. 
There will be half hour programs 
from time to time than can handle 
features and sports. These should 
be more logical targets for your 
lighter efforts. 

The syndicated services and 
theater reels will find sidelight ma- 
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terial more palatable. At the same 
time, these services are not to be 
low-rated. They very often have 
very wide distribution lists both 
nationally and internationally, and 
they do concentrate on hard news 
and sports. 

In covering the story itself, I 
think it can safely be said that the 
more you do in making the story 
easy to cover, the less resistance 
you will engender in getting the 
story covered. This does not mean 
that supplying film or full facilities 
will result in your story being used. 
Realistically, it adds up to a couple 
of simple financial and manpower 
facts. Even where we have a legiti- 
mate interest in the story, all us 
chillun is short handed and short 
budgeted, and we can only use a 
limited number of stories each day. 


Advance Notice . . Give us plenty 
of notice on a story. If you are run- 
ning a news event, two weeks is not 
too long. Write, don’t phone. Your 
release should have all pertinent 
data for an operating film crew. If 
you need information along these 
lines, don’t hesitate to check in with 
one of the assignment editors. 


Timing .. The timing of your story 
often will make or break it. In this 
connection, what are you shooting 
for? Theater reels have certain 
make-up days; specific programs 
and syndicated services have ship- 
ping and laboratory problems, and 
you are the man who must reconcile 
whatever conflicts are created by 
the release time. If you know just 
what your major target is, your de- 
cision will be made more easily. 


Working Space . . When setting 
up a story, physical space is a very 
real issue. You can’t make a play 
for several newsreels and then offer 
them a ten by ten room in which to 
operate. A full sound crew with 
lights and reporter consists of four 
men and a brute of a camera. Will 
you have radio in at the same time? 
Will the reporters and still photog- 
raphers be there, too? It makes for 
a little bit of a problem and it takes 
planning. The chances of it working 
out if you merely say, “Come and 
get it,” are small. And it’s amazing 
how many friends you will lose. 

There’s a small social note that 
might be mentioned at this point. If 
you are running an event that in- 
volves a luncheon or dinner, prec- 
edent favors feeding the crew. It’s a 
nice gesture. At least we all feel it 
to be so. 


Free Prints . . Not exactly a social 
note, but we often are asked for a 
print of the story covered. There 
appears to be a difference of opinion 


here, but generally speaking you 
will be referred to the film library 
where they sell film. This is not a 
case of our being hardnosed, but 
rather that every lab and processing 
facility is overloaded and available 
prints are being used or shipped 
out. And our treasury isn’t a bot- 
tomless well, either. 


Technical Advice . . There are 
some real technical problems on 
many stories. Don’t let yourself fall 
into a trap by advising the film peo- 
ple that there is plenty of light and 
electric current unless you are cer- 
tain of those facts. Film is a lot faster 
these days and an entire school of 
photographic thought has grown up 
around the idea of natural light. 
You will find, however, that a dim 
light on your client or his product is 
going to result in a waning interest 
by the film crews. Again, if you 
have any doubts along these lines 
call on one of the film organizations 
and ask for help. 


How Much Time... This asking for 
advice operates in other areas. Often 
you will be working against time 
and will wish to invite other media 
to the story. If this is your problem, 
you will need an estimate of the 
time necessary to film the story. Un- 
less you have considerable experi- 
ence, your best bet is to get the esti- 
mate from the film people. 


Okay! Break It Up! .. If you are 
setting up a news conference, there 
is bound to be some conflict among 
the various media. Sometimes these 
things work out neatly and every- 
one gets just what they want. Off- 
hand, I can’t think of one like that. 

If you can break the still and 
movie cameras apart it will help. 
They don’t work too well together. 
Where you have control of the 
speakers this can be done. If it is a 
one time action, it will be a case of 
positioning the still and movie cam- 
eras so that they don’t interfere 
with each other. The sound sessions 
often result in a similar problem 


I'm trying to decide between book 
matches and television. 





between the print reporters and 
those from film and radio. It takes 
planning and it isn’t easy. We all 
wish you luck. 


Second Class Media . . On the 
foregoing, incidentally, there is a 
warning: Never, but never, run a 
press conference for pen and pencil 
reporters that is wide open for 
questions and discussion, and then 
turn around and attempt to restrict 
the reels to a colorless, handout 
statement or prepared questions. 

Our feeling on this sort of thing is 
that those running a news confer- 
ence have an obligation to open it to 
all media. You can’t give one group 
a “guts” story and then expect com- 
peting groups in the news business 
to be satisfied with a watered down 
version. 


Credits . . The subject of credits 
comes up from time to time as it is 
bound to do so since that is your 
reason for setting up a story. The 
same rules that follow in the “sell” 
to newspapers and magazines exist 
here. You can’t rub a commercial 
product name in our face without 
ruining your own chances. Subtlety 
and finesse will improve your 
chances, and a small bite now and 
then is better than no bite at all. 


Film Handouts .. A film handout 
very often will break ground where 
an offer to set up a story will lose 
out. Again, it saves time and money 
for the film organization. Your 
problems here are fairly simple. 
Obviously, you are going to have to 
shoot a usable story. Setting release 
time is your business, and normally 
you will arrange it for maximum 
use. 

The quality of your print is im- 
portant. Some organizations have 
multiple operations—syndication 
and network, or 16mm and 35mm. 
For syndication purposes a dupe 
negative is desirable. Otherwise 
they will want two good prints. 
These are items that can be cleared 
up by a few phone calls and will 
increase greatly the extent of your 
coverage. 


Friends On The Inside . . The 
personal relationship aspect of this 
business is often overrated. It can 
be underrated, but the sinning is 
more often on the “over” side. 
Knowing the men who assign and 
shoot is bound to be an aid. There 
will be times when they can advise 
you as to how a story can be made 
usable, or when you can save money 
by just forgetting the entire thing. 
They just won’t shoot unusable 
stories, however, on the basis of 
personal liking. A bad story won't 
get used, and if they keep shooting 





Picture of a Salesman 
making 192 calls... 
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This is a true story. A startling new product needed an effec- 
tive introduction but the budget wouldn't permit a big outlay. 


No povust you've faced the 
same problem ...a new prod- 
uct or an interesting sales story 
but a limited budget with 
which to put it over. Here’s 
how John Trytten, marketing 
director for the Nitragin Co., 
Milwaukee, solved the prob- 
lem with a low-cost audio- 
visual presentation. 

First, he prepared a “script” 
presenting the sales points of a 
new product. Second, from 
available photos and charts he 
prepared a series of slides. 
Third, with an Ekotape 310 
tape recorder, he “taped” his 
script. Now, he was ready to 
put his story together. At 


points where a slide change, 


was indicated in the script, he 
pressed a button on the 310 re- 


corder, applying an inaudible 
signal on the tape...a signal 
which, on all subsequent re- 
plays, would operate a slide 
projector automatically. 

The result was a fully auto- 
mated, 10-minute audio-visual 
presentation which ran contin- 
uously (192 times) without 
attention. It enabled him to 
conduct a one-man press con- 
ference* — the 310 Ekotape 
presented the sales story while 
he acted as host. 

How about you? The Eko- 
tape 310 could answer your 
promotion problems. See the 
Yellow Pages for your Ekotape 
dealer or write direct. 


* Read the complete story in the January 
issue of Industrial Marketing. 


EKOTAPE 310 RECORDER 

Precision-built by the nation’s oldest tape recorder 
manufacturer. Portable — easy to use. Crisp, clear tone 
— ample volume. Ideal for business use. 
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enough of these, they’ll be around 
asking you for a job. 


Secrets . . There is, too, 
a little matter of personal relation- 
ships within your own company. 
There have been times where a 
story setup has been made and as- 
signments have been made on the 
basis of your information but on 
arriving at the scene camera crews 
have found that a second party has 
changed or cancelled the story 
planned. The cost breakdown on a 
full crew on a sound story comes to 
lots of dollars and your reputation 
for reliabilty won’t hold up well un- 
der too many of these. 


Pool Coverage . . Public relations 
organizations at some time or an- 
other will find themselves with a 
story that appears to have insur- 
mountable complications. They often 
try to solve it by suggesting pool 
coverage. Keep in mind that pooling 
is a last resort. There are times and 
places where physical and other 
limitations force the pool operation, 
but it rarely satisfies anyone. If you 
are facing into a jam-up on a story, 
call a conference of those concerned. 
You may find there is sufficient 
group experience to solve your 
problem. 


Picking Up The Tab . . There will 
be stories where the p.r. organiza- 
tion can absorb a part of the ex- 
penses. If you are setting up an 
event that requires large scale light- 
ing, the fact that you will light the 
event is a big help. Where distance 
is involved, your supplying trans- 
portation may be the big difference. 


Potpourri . . The costs really mount 
up astronomically when camera 
crews go into overtime, so try to 
schedule your events during normal 
working hours. 


® Leave your camp chair, mega- 
phone and riding crop at home when 
crews are shooting your story. We 
don’t need directors or on-the-scene 
editors. If a cameraman or reporter 
wants help he’ll ask for it. We don’t 
have many shy, retiring types in this 
business. 


® Don’t hold out on us. I remember 
one story we went 75 miles to cover 
which turned out to be an off-the- 
record briefing for financial news 
reporters. Interesting, but unpro- 
ductive. 


e News cameramen are experts in 
their field, and if you try to instruct 
them in photography you will be 
met with the frostiest reception since 





CHART-PAK tapes and CONTAK shading film made this 
section of a mechanical layout in 4 minutes 47 seconds 


CHART-PAK 
Saves time... 
Saves money! 
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CHART-PAK, 


a tapes — in a wide 
es, squares, arrows, trian- 
gh orders and many other symbols — 
Gnd Contak shading films can save pro- 
duction men countless hours in making 
mechanicals. Pressure-sensitive adhesive 
backing sticks firmly, will not melt under 
heat of reproduction, yet can be easily 
lifted and reapplied for corrections with- 
out marring most surfaces. Write for full 
details. 


INC. 


59 River Road, Leeds, Mass. 








Byrd landed at Little America. 


® Adding 20 beautiful girls—count 
*em—20 will not turn the announce- 
ment of a new shape frying pan 
into a news story. 


© We like the wire services. Every 
broadcasting company and newsreel 
subscribes to them. But we don’t 
like to find out about good news 
stories after the wires carry them. 
You'll get a lot more coverage if you 
tell us in advance. 


® Strange as it may seem we don’t 
hate our opposite numbers at other 
companies. As a matter of fact we 
get along pretty well. So when you 
tell us, “Telenews is planning to 
cover,” just make sure they do. 


® Memo to political p.r.o.’s who 
love television and newsreel cover- 
age during a campaign and forget us 
when their men have been elected. 
There’s another election coming up 
sooner than you think! 


> The foregoing may add up to a 
few answers. I think, however, there 
will be universal agreement within 
the industry that none of it adds up 
to a guaranteed format. All of us are 
at the mercy of the news, and the 
timing of any story on any given 
day will govern its usability. We all 
operate in a highly elastic atmos- 
phere of news values, manpower, 
budgets and timetables. An aware- 
ness of these facts and a working 
knowledge of the several film or- 
ganizations will be invaluable. 
And unlike that old show biz gag: 
Please call us! 44 


New Element Added to 
Visual Squeeze Spots 


The already startling “visual 
squeeze” technique has been given 
an extra ounce of bounce with the 
addition of stylized art backgrounds 
by producer Transfilm, New York. 

The art backgrounds are being 
combined with live models to add 
to the commercial’s novelty and 
eliminate the need for props. First 
use of this new squeeze adaptation 
are the Muriel Coronella 20 and 
60-second spots, made for the Con- 
solidated Cigar Corp. The art illus- 
trates a portion of the copy which 
refers to smoking a Muriel Coronel- 
la “anytime ... anyplace. . . any- 
where” and shows a couple in a 
railroad station, in a_ restaurant, 
aboard a ship and in a foreign coun- 
try. 

The first showing of the spots was 
on “Cimarron City,” Saturdays 
NBC-TV, during the summer sea- 
son. 44 





You may not be a musician, but 
you may still have to judge 
music. Here is a procedure that 
will make you at least a quasi- 
expert. 


By John James 


Maybe your musical accomplish- 
ments never progressed beyond an 
off-key whistle. And yet... 

As the group in the office or con- 
ference room finish listening to a 
presentation of a musical jingle and 
the tape recorder is snapped off, 
someone turns to you and asks 
“Well. What do you think of it?” 

You may be the client, the ac- 
count man, or the radio-tv director 
... but actually you're still the kid 
with the off-key whistle. By what 
yardstick can you judge this musi- 
cal jingle? 


> Sure, you can test it in a market, 
or have a research organization 
check it for you. But if you’re a 
small client, you can’t afford that. 
And if you’re an agency man, you’d 
better have an opinion before you 
present it to the client. 

You may be able to play it safe 
and say “I don’t know ... it just 
doesn’t seem to do anything to me.” 
But someone, some time, has to 
stick his neck out and make a de- 
cision . . . and this time it’s the kid 
with the off-key whistle. 


> Maybe we can help him. Just 
what is the purpose and function of 
the musical score in broadcast ad- 
vertising? Its purpose and function 
are comparable to that of art in 
white space advertising. 

With this in mind, what do you 


require of your art and layout? 
You want the illustration and head- 
line to attract attention. You want 
the layout to hold interest and lead 
the eye to the elements of the ad. 
You want the entire ad to fit to- 
gether. You want some freshness 
to the approach. And you want 
memorability. 


>» These same qualities are neces- 
sary in a musical jingle. 


e First, the music like the 
illustration and headline . . . must 
attract attention. A musical or sound 
effect, a catchy opening phrase, a 
familiar melody, an _ engineering 
gimmick such as an echo or filter, 
all are means of attracting a listen- 
er’s attention. Ford used the famil- 
iar music of “Around The World.” 
Northwest Orient Airlines used a 
gong. Carling’s Black Label used a 
wolf whistle. But whatever it is, 
a musical jingle should have that 
element which in white space is 
called “stopping power.” 


e Next, the musical jingle .. . like 
the ad layout . . . must hold atten- 
tion. The music must lead the lis- 
tener into the spoken copy and 
should point up the key statements 
and ideas of the copy. Very few 
musical messages run a full minute. 
They are usually broken up to in- 
clude a 20-second opening jingle, 
30 seconds of announcer, and a 
10-second reprise of the jingle. 
Sometimes the melody continues 
behind the announcer. And there 
are many variations. However it is 
put together, all the elements must 
be integrated to form a complete 


a ingle 


unit. It is what the school books on 
composition call coherence. 


e The third fundamental is fitness, 
or aptness. In an ad layout, for 
example, we’d avoid light script for 
a heavy industrial product. They 
don’t fit together. The music, too, 
must fit the product and copy theme. 
If the music is unrelated to the 
mood and idea of the copy, if an 
irrelevant sound effect, musical 
score, or gimmick is used, if ex- 
traneous thoughts and ideas are 
thrown in, they can ruin the sales 
effectiveness of the musical com- 
mercial. They don’t fit together nat- 
urally. 

When all the elements fit, they 
help to identify. A good example is, 
again, the oriental gong for North- 
west Orient. Fitness, too, is using 
the approach to your jingle that 
fits your audience. The Lucky 
Strike male chorus, for example, in 
a commercial keyed to men. 


e Then there’s that elusive quality 
we all strive for in every ad... 
freshness . . . off-beat, different. It 
is that quality which sets one ad 
apart from the others. It’s the re- 
sult of imagination in creation, ar- 
rangement, production, and treat- 
ment. It’s daring to be different. It’s 
giving the old a new twist. It’s 
extra attention to details. 

Even with a sparkling tune, a 
so-so performance will make it lay 
an egg. It takes production imagi- 
nation to draw out the best from 
musicians and singers. Imaginative 
arrangement can turn an old public 
domain melody into an effective 
selling tool. Freshness is originating 
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and leading a trend, rather than 
riding the band wagon. While most 
breweries were repeating the same 
trite phrases about beer, the Piel 
Brothers burlesque had freshness. 


® The last quality .. . but not the 
least . . . is memorability. Memora- 
bility may come from a combina- 
tion of all the previous qualities. 
But in a musical jingle, it’s usually 
the melody. The tune is simple and 
catchy. Something that even the kid 
with the off-key whistle can re- 
member. Almost any successful 
jingle that you can recall has this 
kind of melody. Be cautious of the 
current vocal groove. There is a 
trend to use vocal groups where 
the melody is not too important. 
Listen to your musical jingle .. . 
without lyrics eight or ten 
times. If you can’t remember it 
enough to whistle or hum it after 
that, be wary. Chances are, your 
prospects won’t remember it either. 

Memorability is also the product 
of good production. Work for spon- 
taneous performances and clean 
sound. It may be trite to say it... 
but the words must be understand- 
able. This is especially true when 
vocal groups are used. Listeners 
cannot remember what they cannot 
understand. 

Memorability is also the result of 
being single-minded. Express one 
idea and express it well. Before 
you start, compress your copy 
theme into a compact, easy-to-re- 
member phrase. Almost a slogan. 
“Winston tastes good” or “I wonder 
where the yellow went” are two of 
many possible examples. The less 
you say ... the more the listener 
remembers. 


> Check your next jingle for these 
five qualities. They make a pretty 
good yardstick. It’s not a fool-proof 
formula, but it helps. And it works 
equally well for radio or television 
musical spots. However, when the 
jingle is intended for use on tv, 
then the lyrics, music, and action 
should be created so that sight and 
sound work together. The visual 
should portray or interpret what 
the ear hears. 

The cost of the jingle may range 
from a few hundred dollars to 
twenty-five hundred .. . but the 
cost of the broadcast time involved 
may be hundreds of thousands. The 
jingle, if it is an ear-catcher, sells 
the product and all is well. If it is 
a dud, the cash outlay and the cam- 
paign go down the drain. With this 
kind of investment involved, we 
hope we've helped to make the 
decision a little easier for the kid 
with the off-key whistle . . . such 


as I. 44 
42 + GER * September 1959 


Film Showcases ... 


New Projectors Ease 
Presentation Problems 


The art of visual presentation 
runs a smooth course these days 
with the variety of projectors con- 
stantly introduced to the field. 
Three of the newest to debut are 
the following: 


Low-Priced 


A new low-priced, 
Graflex 


lightweight _film- 
strip projector has 
been introduced by Graflex Inc., 
Rochester, N. Y. 

Marketed under the name “The 
Instructor 150,” this new Graflex 
unit has a feather-touch push but- 
ton film advance, and an integral 
film takeup compartment which 
helps easy removal from the pro- 
jector. An exclusive feature of this 
filmstrip projector is a lamp ejector 
for quick, easy replacement of 
lamps. 

Details are available from Gra- 
flex Inc., Dept. 112, 3750 Monroe 
Av., Rochester 3, N. Y. 


Staples-Hoppman A new line of multi- 
Rear View Units purpose, rear-view 

projectors has been 
released by Staples-Hoppman Inc., 
Alexandria, Va. 

Resembling large tv sets in ap- 
pearance, the new units combine 
the features of movie projection, 
still projection (slide or strip film), 
and a microphone. They are self- 
contained, movable, and can be 
viewed under normal lighting con- 
ditions. 

Part of the standard equipment 
is a remote control panel which 


Not a TV .. . Multi-purpose, rear view 
projector units, from Staples-Hoppmann, 
resemble large tv sets but combine roles 
of movie and filmstrip projectors. 


enables the person making the 
presentation to maintain personal 
contact with the audience. By mere- 
ly pressing the buttons on this panel 
he can show a movie, switch to 
stills, go back to the movie, use 
the movie sound, or replace it with 
his own narration without any 
break in continuity. The units are 
available in either a 25x34” or a 
35x48” viewing screen. 

Additional details can be ob- 
tained from Staples-Hoppman, 500 
E. Monroe Av., Alexandria, Va. 


Full Automation . . . Combination unit 
features tape-cartridge mechanism and 
a 500-watt projector. 


The Magnematic A fully automatic 
By Amplifier sound synchronized 
slide projector has 
been introduced by the Amplifier 
Corp. of America, New York. 

The Magnematic unit features a 
one-piece integrated construction of 
an automatic tape-cartridge rec- 
ord-play mechanism and a 500- 
watt projector. Models are available 
with monophonic or stereophonic 
record-play facilities utilizing two, 
three, or four tracks on %4” mag- 
netic tape. Depending upon tape 
speed, record-play time of various 
models range from 30 minutes to 8 
hours. 

The projector will automatically 
handle up to 40 2x2” and 244x214” 
slides. A time-differentiated pulse 
length discriminator in the playback 
control circuit stops the playback 
unit (and the projector, if desired) 
at the end of the program so that 
synchronization between sound and 
slide is always maintained. Either 





REPRODUCED IN 4 COLORS BY OFFSET LITHOGRAPHY ON TICONDEROGA OFFSET. BASIS 60. SHEET SIZE 39X59. PRINTED 16 UP AT 4.000 IPH 


Doesn't this make you want to pack your bags and go? 


This striking reproduction of a photograph by Robert Chase is printed on Ticonderoga 
Offset, one of America’s new first family of fine papers by International Paper. —> 
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Your good printing—on our good International Papers — 
can speed millions on their way to faraway places 


N THIS INSERT we demonstrate the two 
O best reasons for using Ticonderoga 
Offset. On the other side, the flashing four- 
color reproduction. On this side, the 
needle-sharp reproduction in dramatic 
black and white. 

Notice how true to life the colors are. 
That's the result of Ticonderoga Offset’s 
new improved shade of true white. See 
how evenly the colors are distributed. 


That’s the result of Ticonderoga Offset’s 
remarkably level surface. 

For outstanding press performance and 
beautiful results—especially where econ- 
omy is a factor—you just can’t do better 
than Ticonderoga Offset. Leading offset 
lithographers the country over agree that 
Ticonderoga Offset is ideal for brochures, 
catalogs, cook books, pamphlets, prospec- 
tuses, annual reports, envelope stuffers, 


broadsides—and mailing pieces of all kinds. 

Ticonderoga Offset is now available in 
a new improved true white in 10 sizes and 
five weights, standard finish. Seven fancy 
finishes to order. 

Ask your paper merchant for the new 
sample book of Ticonderoga Offset and in- 
formation concerning the other top-quality 
printing papers in International Paper's 
new first family of fine papers. 


Fine Paper Division INTERNATIONAL PAPER New York 17, N. Y. 





the program material or the slide 
change signal may be independently 
altered without affecting the adja- 
cent channel. The entire unit may 
be automatically started by remote 
control with any contactual operat- 
ing device such as a photocell, ca- 
pacity, foet, door, or time switch. 
Complete information can be ob- 
tained from the Amplifier Corp. of 
America, 398 Broadway, New York. 
44 


Mobile Radio Systems 
Discussed in RCA Brochure 


A new brochure, devoted to facts 
on company-operated. mobile radio 
systems, has been released by the 
Radio Corp. of America, Camden 
N. J. 

The basic steps necessary in set- 
ting up a practical and economical 
two-way radio system are outlined 
plus, a discussion of the benefits 


MOHAWK MESSAGE REPEATER 


The Super Salesman 


For Talking Displays 


A fabulous ... compact magnetic tape recorder of unlimited uses, 
weighing under 6 pounds... It records and plays back INSTANTLY 
any message from 15 seconds to 4 minutes... continuously or at 
any pre-set interval. Completely automatic. Operates on AC current. 


Numerous activating devices avail- 
able to suit any display application. 


TO SKYROCKET SALES... SAY IT WITH A MESSAGE REPEATER 


On-Off switch and 
volume control for 
low-to-long range 
loudspeaker play- 
back. 


Easy to operate — 
just set this switch 
on ‘‘record,’* talk 


into microphone, 
turn to “‘play,”” and 
listen to your own 
message. 


Push button release 
for automatically 
erasable cartridge 
tape. 


Powerful internal 
speaker, 5” diam- 
eter, gives Hi-Fi 
playback. 


You can plug ex- 
ternal speakers and 
amplifiers in here. 
Can be used as the 
voice of a public ad- 
dress system, 


Jack for plugging in 
microphone to make 
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your own recordings. 


Socket for plugging 
into AC current. 


such a system can offer to service 
organizations. 

Also included in the brochure 
are six specific case history reports Warning light for 
on the installation of a mobile ra- write... proper recording 
dio system and its practical appli- | : nen 
cations. 

- «+ for more details circle 913, page 139 


New Booklet Offers Help 
In Preparing Visuals 


For Free Sales Booklet 
or demonstration ‘phone 
Glenmore 5-9570 or 
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F.W. Woolworth Co. 


Practical help in the preparation 
of visual presentations is available 
in a new guidebook from Admaster 
Prints Inc., New York. 

Entitled “Practical Specifications 
for Visual Aids,’ the booklet is di- 
vided into “how to” sections cover- 
ing maximum visibility of chart 
color combinations, letter size for 
a readability ratio, and an audience 
formula for the various screen 
widths. 

An additional feature of the Ad- 
master booklet is the 12-point 
checklist covering the presentation 


from planning to showing time. 
- +» for more details circle 914, page 139 
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SALES STIMULATOR 


By simply pushing the slide or turning 
the disk of a Graphic Selector your 
customers can make an intelligent 
selection from even a complicated line 
of products. For example, the Graphic 
Selector illustrated gives coded order numbers for 
5,280,000 combinations of standard valve components, 


FREE SAMPLES: A note on your company letterhead 
CALCULATOR will bring you sample Graphic Selectors and full information 
COMPANY on how to harness their sales power. 


633 Plymouth Court, Chicago 5, Illinois » 525 E. 81st Street, New York 28, N.Y. 


Selectors 
to simplify buying action 


4 
—~ Pdinttuaae 
it's “locker room chatter,’’ fans, 


brought to you by Reliable Under- 
wear Company. 
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more THAN OWE ww TWENTY 


BUSINESS ENVELOPES IS A TENSION ENVELOPE 


You'll get more mail opened and close more sales — not by chance but 
by DESIGN — with Tension envelopes. 


FIRST, FRESH attention for your mail comes from Tension’s creative 
engineering as well as from creative design. To cite an example: Tension’s 
new, exclusive SIM-PULL opening envelope “is pulling far beyond our 
expectations... over 50M reactivated customers” according to reports 
from Skelly Oil Company, one of the recent users of the SIM-PULL en- 
velope. Add to this creative engineering idea the art of transforming the 
mailer’s thoughts into illustrations and headlines (we call it Creative 
Design) and you have an envelope that teases, invites or excites. 


When you’re looking for envelopes that run without a “hitch” on inserting 
or metering equipment, have postal approval, show off the printed message 
with clear, fine legibility ... count on Tension! You'll see why ... MORE 
THAN ONE in 20 ENVELOPES YOU SEE IS A TENSION 
ENVELOPE ...BUT many MORE than ONE in TWENTY envelopes 
you NOTICE is a Tension Envelope! Call or write your nearest Tension 
factory or office for an “IDEA KIT” of Creative Designed and Engi- 
neered envelopes. 


Hope to see you at the DMAA Convention — Montreal. 


y° TENSION ENVELOPE CORPORATION 
815 East 19th Street Kansas City 8, Missouri 


TENSION FACTORIES LOCATED AT: SALES OFFICES: 


ST. LOUIS 10, MISSOURI MINNEAPOLIS 1, MINN. KANSAS CITY 8, MO. NEW YORK 16, N. Y. DALLAS, TEXAS 
5001 Southwest Avenue 129 North 2nd Street Campbell at 19th St. 270 Madison Ave. Rm. 507, 209 Browder Bldg. 
PRospect 3-7700 FEderal 2-0547 HArrison 1-0092 LExington 2-6212 Riverside 7-4482 


so. BAge nace. N. J. DES MOINES 14, IOWA FT. WORTH 12, TEXAS CHICAGO 10, ILL. 


Huyler & Wesley Sts. 1912 Grand Avenue 5900 East Rosedale 500 N. Dearborn St. 
HUbbard 7-1880 CHerry 4-4126 JEfferson 6-8311 MOhawk 4-0834 
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How to Beat 


the Postage Boost 


The raise in postage rates, a year or so ago, forced many an 
advertiser to take a long and searching look at his mail 
budget. An AR report on the steps you can take is based on 
what leading companies have done. 


By Robert B. Konikow 
AR Managing Editor 


About a year ago, postal rates 
went up. This is not news to AR 
readers or, for that matter, to any 
user of the mails. At that time there 
were screams of anguish from mail 
users, but these were unavailing in 
doing anything more than to achieve 
comparatively minor adjustments. 

After a year, AR has taken a look 
at how commercial users of the 
mails met the challenge. And most 
advertising men have responded, 
with an implied shrug of the 
shoulders, “Everything else has 
been increasing in costs, and we’ve 
absorbed it one way or another. 
Here is simply another increase in 
the cost of one of the elements that 
make up the total cost picture, and 
we've had to learn to live with it.” 


> Among respondents to AR’s sur- 
vey, most forthright was Paul J. 
Dieterlen, advertising manager, 
Cincinnati Time Recorder Co., who 
said “Being brutally honest, the 
postal rate increase is forcing us to 
do what we should have done, as 
good business practice, long ago. 
And that is to cast a critical eye on 
the whole mailing process from the 
paper on which the message is 
printed to the ways in which it 
goes into the postal channels. Every 
factor—the envelopes, the mailing 
lists, the quality of printing—needs 
constant scrutiny.” 

While such repeated examination 
is a virtue, for many mail users the 


jump in postal rates made it a 
necessity, or at least furnished the 
spur which put it high on the 
agenda. 


> It’s a little difficult to evaluate the 
results of the rate increase. One 
way is by measuring the total vol- 
ume of direct mail. According to a 
recent estimate issued by the Direct 
Mail Advertising Assn., first quarter 
expenditures in this medium to- 
taled $475,362,867, an increase of 
only 5% over the same period in 
1958. This is, of course, total ex- 
penditure, but is based on an analy- 
sis of postal revenue figures, which 
are extrapolated to furnish a meas- 
ure of total costs, which include 
printing, labor and creative work, 
as well as postage. 

This small increase, according to 
DMAA president Robert F. DeLay, 
indicates that fewer pieces of ad- 
vertising material are being placed 
in the mails. 

This conclusion is consistent with 
the reports sent in in response to 
AR’s letter for information. Re- 
spondent after respondent indicated 
that cutting down on the number of 
pieces was one common way of cut- 
ting costs: 


... our mailings have dropped from 
75M to 55M per month and could 
drop more... 


. not cutting down, but using 
more selectivity ... 


. in the past six months I have 
been cleaning up our direct mail 


lists. The results have been amaz- 
ing and we have cleaned out a lot 
of deadwood... 


... lists carefully weeded . . 


> But it is not just a matter of 
arbitrarily deciding that every tenth 
name or so shall be dropped. For 
best results, the weeding out must 
be selective. 

Every list contains a proportion 
of deadwood, which consists of peo- 
ple who have moved to different 
jobs, who have died, or who have 
been promoted. While in many 
cases mail sent to these names is 
not wasted, since the man’s suc- 
cessor may get his mail, obviously 
its effect is not as great. 

More serious is the mail which is 
reaching people who are no longer 
prospects. Their addressing plates 
may have been changed automati- 
cally, but they are no longer pros- 
pects. Your mail to this group is 
wasted, and it is this waste that is 
more important to cut out. 

\ 


> Many organizations have followed 
this step. Typical is The Arco Co., 
Cleveland, whose Bernice B. Downs 
reports that the company sent out 
“a letter to all names on the list, 
requesting any change in name or 
title, or if the name is to be re- 
moved. This goes out with a busi- 
ness reply envelope, with a space 
on the letter for changes to be 
marked.” 

Among other steps taken by Look 
recently, as reported by Henry C. 
Cowen, is a tendency “to use fewer 


Direct Advertising © 47 





A Checklist of Money-Saving Points 


POSTAGE: Are your scales accurate? 
Are your mail-room procedures efficient? 
Are you using the proper classification? 
Are you grouping your mail? 
LISTS: Are you using the best lists? 
Are you eliminating duplication? 
Are you weeding out deadwood? 


Ss. 
(aidan 


_ MERCHANDISING IDEA KIT 
ree 


PRINTING: Are you ganging for economy? 
Are you using the best process? 


Are you spending enough to get results? 


ENVELOPES: Are you adding impact with window envelopes? 


NATURAL COLOR PRODUCTS 


Plastichrome® Postcards, winners of the 
Lithographers National Association Award 
for 6 yeors, offer unlimited 
possibilities for product promotion and 
merchandising of advertising campaigns. 
Made from your transparencies — COST 
LESS THAN Ic each. 

Also available in full natural color are 
jumbo size self mailers, king size cards, 
brochures and broadsides. 

Complete creative service at no extra cost. 

WRITE FOR YOUR KIT TODAY . 


FOR 
“PERSUASION BY MAIL’’ 
CAMPAIGNS 
1,000,000 
AMERICAN HIGHBROWS 
and MIDDLEBROWS 
AT THEIR HOME ADDRESS 


We have compiled and keep up-to- 
date a national listing of a minimum 
of one million individuals who re- 
side in or near a city which supports 
@ Symphony Orchestra and/or an 
Art Museum and where member 
firms of the New York Stock Ex- 
change have either a main or 
branch office. 


On short notice, several million 
more names can be added to the 
list selected from the cities where 
we maintain a file. 


“High Brow — Middle Brow” visu- 
alizes their intellectual calibre and 
cultural interests. As to their social 
status, they are members of the 
“ -Upper,” “Lower-Upper" and 
“Upper-Middle Ciass." 


For descriptive literature and analy- 
sis of this list and similar listings, 
write vs on your business letter- 


head. 
* 
, WALTER DREY, INC. 


okerage @ C lations @ Somcer 
957 Fourth Ave., 


ORegon 
333 N. a ~— Ave., hee 1, mW. 
Financial 6-74 53 
ember — National Council 
of Mailing List Brokers 
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Are you considering using duplex envelopes? 


Are yeu thinking about self-mailers? 


but bigger mailing lists to reduce 
duplication.” Mr. Cowen also states 
that “Our company has been using 
direct mail for a good many years, 
and there is no time that we haven't 
been trying to increase returns and 
decrease cost. So there is no one 
time at which we have been able 
to take special steps to offset high- 
er postal rates. Believe me, we al- 
ways work on this—and hard.” 


> Other avenues of savings have 
been adopted by large direct mail 
users. Generally speaking, the qual- 
ity of the individual piece has not 
dropped. Joe C. Turner, advertising 
and sales promotion manager, 
Dairypak Butler Inc., Cleveland, re- 
plied in this way: 

“Trimming the cost of mailing 
pieces usually isn’t considered. I 
would rather send out two or three 
first class pieces than a lot of cheap 
looking materials. Tempering that 
a bit, it is sometimes possible to 
put out a low cost mailing which 
will do an effective job, but the 
big idea must be there.” 

A Chicago respondent said, “As 
to the mailing piece cost, fortunate- 
ly it remains about the same for 
each individual piece, before post- 
age. We have made some cuts where 
we felt that they were nice but un- 
important as to the total effect.” 


> Envelopes have come in for some 
examination. M. R. Smith, advertis- 
ing manager, Hanson Equipment 
Co., Beloit, Wis., reports that the 
main thing done by his company is 
“to design nearly all of our litera- 
ture so that they are self-mailers, 
thereby eliminating the cost of an 


envelope which helps keep the total 
cost of the mailing in line.” 

A Cincinnati respondent, on the 
other hand, reports an increased 
use of duplex envelopes. These per- 
mit lower postage rates to be paid 
on the bulk of some mailings, while 
permitting the mailer to send out 
a personal letter with the material, 
paying first-class rates at only the 
minimum weight. 


> In another area, greater thought 
is being given to grouping mail. 
This works two ways. Some com- 
panies, which send out regular 
mailing pieces to a fairly standard 
list, are now combining mailings 
from different divisions or depart- 
ments. Thus a dealer list, for ex- 
ample, gets only one mailing a 
month, rather than three or four. 
While the postage for the com- 
bined package may be greater than 
that of any of the smaller mailings 
previously sent, it is rarely more 
than the total sum spent. This does 
have the disadvantage of some- 
times slowing up the dissemination 
of information, but careful advance 
planning can minimize this. 
Grouping in a different way—geo- 
graphically—is also being examined 
more carefully. This involves 
breaking the mailing down into 
geographically homogeneous groups. 
Each group is then shipped in bulk 
to a central mailing point, where it 
is turned over to the post office. 
This is used regularly by the large 
mail order catalog houses (See AR, 
May, “Mailing the Big Three Cat- 
alogs’”’). 
This can be money-saving when 
Continued on p. 51 





Meet a new member of the 


ARTHUR THOMPSON 


Seasonal Stationery line 


You will find that these full-color Letterheads will 
put snap and crackle into Christmas letters. Letters 
on this luxurious natural-color stationery exude the 
Christmas Spirit. Thus—they are not just letters 
—but individually-designed promotion pieces. 


This insert is one of the designs in the complete 

line of the Arthur Thompson Stationery displayed 

in the new 1959 Fall and Christmas Portfolio. 

This Portfolio features: 

@ Full-color lithographed Letterheads for Fall, 
Thanksgiving and Christmas 

@ Steel engraved Letterheads for Christmas 


® Suggested Letter Copy for Thanksgiving and 
Christmas and Christmas Card Verse. 


@ Natural-color lithographed Christmas cards and 
envelopes 


®@ Popular high-gloss type Christmas Cards 


Ask your nearest Arthur Thompson distributor for a 
complimentary copy of the 1959 Fall and Christmas 
PORTFOLIO—you will like the results. 


... LISTED ON THE OPPOSITE SIDE 
ARTHUR THOMPSON & CO. 
109 MARKET PLACE e BALTIMORE 2, MD. 


Visit the ARTHUR THOMPSON display booths at the 
Montreal Conventions in September: 


M.A.S.A. - Booth No.1 ¢ D.M.A.A. - Booth No. 1 





NATIONALLY 
DISTRIBUTED 


ARTHUR THOMPSON & CO. Stationery and Portfolios are available in 


many leading cities. 


Akron, Ohio 
Alexandria, La. 
Augusta, Maine 
Baltimore, Md. 
Baton Rouge, La. 
Birmingham, Ala. 
Boston, Mass. 
Charlotte, WN. C. 
Chattanooga, Tenn. 
Chicago, Ill. 
Cleveland, Ohio 
Cleveland, Ohio 
Columbia, S. C. 
Columbus, Ga. 
Concord, N. H. 
Dallas, Texas 
Dothan, Ala. 


East Hartford, Conn. 


Fort Wayne, Ind. 
Fort Worth, Texas 
Havana, Cuba 
Houston, Texas 
Jackson, Miss. 
Jacksonville, Fla. 
Jamestown, WN. Y. 
Kansas City, Mo. 
Knoxville, Tenn. 
Lakeland, Fla. 
Little Rock, Ark. 
Longview, Texas 
Louisville, Ky. 
Macon, Ga. 
Memphis, Tenn. 


“s) ARTHUR THOMPSON & CO. 


Millcraft Paper Co. 
Louisiana Paper Co. 
John Carter & Co. 
Barton, Duer & Koch Paper Co. 
Louisiana Paper Co. 
Graham Paper Co. 
John Carter & Co. 
Caskie Paper Co. 
Clements Paper Co. 
The Rylander Co. 
Millcraft Paper Co. 
Ohio Legal Blank Co. 
Epes-Fitzgerald Paper Co. 
Muscagee Paper Co. 
John Carter & Co. 
Clampitt Paper Co. 
Dothan Paper 

John Carter & Co. 
Millcraft Paper Co. 
Clampitt Paper Co. 
Aurelio Garcia Dulzaides 
Clampitt Paper Co. 
Townsend Paper Co. 
Jacksonville Paper Co. 
Millcraft Paper Co. 
Strahm Letter Co, 
Graham Paper Co. 
Lakeland Paper Co. 
Arkansas Paper Co. 
Etex Paper Co. 
Graham Paper Co. 
Macon Paper Co. 
Graham Paper Co. 


Miami, Fla. 
Mobile, Ala. 
Monroe, La. 
Montreal, P. Q. 
Nashville, Tenn. 
New Haven, Conn. 
New Orleans, La. 
New York, N. Y. 


Norfolk, Va. 
Omaha, Neb. 
Orlando, Fla. 
Philadelphia, Pa. 
Pittsburgh, Pa. 
Providence, R. |. 
Raleigh, WN. C. 
Reading, Pa. 
Richmond, Va. 


San Francisco, Calif. 


St. Louis, Mo. 
Savannah, Ga. 
Shreveport, La. 
Springfield, Mass. 
Tallahassee, Fla. 
Tampa, Fla. 
Texarkana, Texas 
Toledo, Ohio 
Toronto, Ont. 
Tyler, Texas 
Vancouver, B. C. 
Washington, D. C. 
Woodstock, Vt. 
Worcester, Mass. 


Phone or write the distributor nearest you. 


Everglade Paper Co. 
Partin Paper Co 
Louisiana Paper Co. 
T. B. Little Papers 
Clements Paper Co. 
John Carter & Co. 

E. C. Palmer & Co. 


Wholesale Art Blank Div. 
(Long Island City 1, N.Y.) 


Epes-Fitzgerald Paper Co. 
Acme Mail Advertising Co. 
Central Paper Co. 

J. L.N. Smythe Co. 

U. §. Printing Supply Co. 
John Carter & Co. 
Epes-Fitzgerald Paper Co. 
J. LN. Smythe Co. 
Epes-Fitzgerald Paper Co. 
Banco Corp. Ltd. 

Tobey Fine Papers 
Atlantic Paper Co. 
Louisiana Paper Co. 

John Carter & Co. 

Capitol Paper Co. 

Tampa Paper Co. 
Louisiana Paper Co. 
Millcraft Paper Co. 
Whyte-Hooke Papers 
Etex Paper Co. 

Columbia Paper Co. 
Barton, Duer & Koch Paper Co. 
John Carter & Co. 

A. B. Dick Products Co. 
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V I S U ALI 1E natural, selling 


seevecccesesesfOr Pennies 
FREE KIT Commission to recognized 
on request agencies and photographers 


Colortone Piass 


Color Stationery Specialists 


2412 17th Street, Northwest, Washington 9, D. C. 


__-=<—5 | INVISIBLE INK 
(convipen™—— PRINTING 
[Stepp GETS RESULTS! 
~~ ne WC eeie. 
promt mp phe pedinay| cac 


- Sample 119-H Ann Street 
¥ dp ego 
Don't give oway the SECRET! a Hartford 3, Conn. 


Pick a Bonus 
Combination... 


Here's a pack- 

age deal that’s 

fit to be tied 

and wrapped 

for economy! 
Combine your insertions in 
any two — or three — of 
these publications, 


© Advertising Requirements 
© Industrial Marketing 
© Advertising Age 


issued by 
Advertising Publications, Inc. 

By combining your total 
number of insertions you 
earn the best frequency 
discount for each. and the 

minimum ‘rate-holder 

regulations apply for 

maximum economy. 


a 


Requirements 
200 E. IMlinois St., Chicago 11, Illinois 





the individual pieces must pay post- 
age according to zone, rather than 
a flat nation-wide rate. There is 
also the possibility of saving time 
in the total delivery schedule, by 
getting your pieces delivered di- 
rectly to the post office of final de- 
livery. 


> Many respondents are taking a 
sharp look at their mailing room 
equipment. Most prominent of the 
pieces that are being examined is 
the postage scale. A number of re- 
spondents indicated that they have 
invested in new scales, more ac- 
curate, easier to read. This has 
tended to cut down on errors in de- 
termining postage. It is obviously 
a waste of money to put too much 
postage on a piece of mail, and this 
can mount up to a sizable sum. 

Less obviously, it is also expen- 
sive to put too little. Not only will 
this frequently delay the delivery 
of the mail, but it will require the 
recipient to make up the difference 
in postage, hardly a good way to 
win the goodwill of a customer or 
prospect. 


>» Another expedient resorted to is 
a more careful examination of mail 
classifications. The different meth- 
ods offered by the post office for 
distributing mail provide varied ad- 
vantages for varied costs. As with 
so many other things, you general- 
ly get what you pay for. Premium 
rates, in postage as in so many 
other matters, are usually charged 
for premium conditions. All too fre- 
quently, however, mailers have not 
considered the value of such pre- 
mium conditions in achieving their 
objectives. 

It is often possible to shift to a 
lower classification of mail and 
achieve substantial savings. For ex- 
ample, routine acknowledgments of 
orders, or notification of shipping, 
have been shifted by some firms 
from first-class letter mail to post 
cards, which also travel first class, 
but at a penny a piece less. 

A Detroit respondent reports that 
it is now mailing much more using 
third class rates. The Arco Co., 
Cleveland, has written, “We are now 
using bulk mail for literature to 
our automotive jobber customers. 
Although this presents a_ sorting 
(by state, etc.) and labeling prob- 
lem for our mailing department, the 
saving in postage is more than 
enough to offset the additional 
labor.” 


> A Chicago company states that 
“We found that most direct mail 
was totally wasted because the let- 
ter was either unopened, or opened 
by a secretary and thrown out 


Peron renter uoTaToNs 
Nol what they want bul 


what is good for them. 


—OLIVER CROMWELL 1599-1658 


‘Tain't always so. Some times it does- 
n't pay to be a wise guy; but do 
exactly like the customer wants. They- 
‘re not all dummies. 


ISING SERVICE 

ADVERT INCORPORATED 
52) SOUTH WABASH AVENUE + WA 20000 
Fost and 

mettare ooking . Mimeographing — * Meoiline 


ico! hee 
Plate Cutting on) Compeciens 


owen mechines * Complete 


TO 


BARS 2 


ENVELOPE 
POCKET 
FILE “Qe 


Vertical file for all 
hard-to-file materials: 


art work, plates, negatives, stencils, 
x-rays. Gives complete protection; 
keeps materials organized and identi- 
fied for instant use; saves space. Heavy 
Kraft envelope pockets up to 24” x 30”, 
each individually suspended from 
unique PLAN HOLD rack. You can 
file 300 envelopes in only 24 lineal 
inches. For wall mounting or in attrac- 
tive steel cabinets for extra safety. 
PLAN HOLD offers a complete line of 
vertical and roll file equipment in 
modular sizes, fixed or mobile. Ask 
your engineering supply or office equip- 
ment dealer. Or write direct for illus- 
trated catalog to the manufacturer: 


PLAN HOLD CORPORATION, vept. a 


5204 Chakemco St., South Gate, Calif. 
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Before you 
make your 


next mailing 


. . » CHOOSE 
FROM THE 


“BILLION 


MAIL ORDER BUYERS 
INQUIRERS and PROSPECTS 


For an immense fund of data and 
MOSELY custom-prepared LIST 
RECOMMENDATIONS, simply 
send us in confidence a detailed 
letter about your list problems 
along with sample mailing pieces, 


ads, etc. NO COST OR OBLIGA- 
TION. Write: 


MAIL ORDER 
LIST SERVICE, Inc. 


MAIL ORDER ST MEABDQUARTERS 


t. 
38 Newbury St., Boston 16, Mass. 
Charter Member National Council 
of Mailing List Brokers 


Direct Mail Scores 
With Vo-Ag Market 


Cuicaco—A Pa direct mail pro- 
motion using the services of Special ee 
respondents, Inc., Chicago, has paid 
handsome dividends to the Certified Al- 
falfa Seed Council. 

The Council, through its agency, Rich- 
ard Crabb Associates of Chicago, wanted 
to reach vocational agricultural students 
in 15 states. Special Correspondents broke 
down its vo-ag mailing list to the 15 
states targeted. A reply card, with a 
description of the materials available and 
an invitation to order on a restricted 
basis, was sent to the vo-ag teachers in 
these states. 

Over 2500 cards were returned by these 
instructors asking for the teaching aids 
offered. Many respondents took time to 
write comments on their cards in addi- 
tion to basic information requested— 
which proved extremely valuable to the 
Certified Alfalfa Seed Council. 

As a result of the 2500 replies, more 
than 50,000 future farmers will be using 
the educational materials developed by 
the Alfalfa Council. 

Both the Council and its advertising 
agency were extremely pleased, not only 
by the number of requests received, but 
also with the interest expressed by the 
vo-ag teachers. 

As Richard Crabb, president of the 
agency, put it: “This has been an au- 
thenticated response giving assurance 
that the ordering of these materials was 
not done in a wholesale manner.” 

He went on to add, “We know, of 
course, that many other teachers who 
did not take time to reply were impressed 
. . » being pre-conditioned for the educa- 
tional materials which our client will 
make available next year through Special 
Correspondents.” 

Special Correspondents, Inc., 230 E. 
Ohio St., Chicago, lll., offers many similar 
services, including mailings to high school 
vocational counselors and home economics 
= among others. Write for par- 

iculars. 
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without being given to the ad- 
dressee. (According to a DMAA 
study, reported in Editor’s Note- 
book, AR, August, mail generally 
gets opened and read, although spe- 
cific industries or lists may differ 
... Ed.) To overcome this, we spent 
more money on the mailing by in- 
cluding very unusual attention-get- 
ting devices, in some cases using a 
window envelope with something 
very attractive showing. The physi- 
cal attention-getters we enclosed 
sometimes cost 10 to 15c each, but 
we find that the replies and the di- 
rect results of the mailings were so 
much higher than before that the 
increased business more than war- 
ranted the investment. Besides the 
direct results in immediate inquiries 
and sales, we feel we have also 
built up more recognition of our 
firm and we are held in higher re- 
gard. 

“In other words, instead of trying 
to cut costs to equal the increased 
postage, we upgraded the quality 
and made certain the mail would 
be read, thus paying for the added 
cost by better results.” 

In addition to its examination of 
mailing lists, Look, according to a 
letter from Henry C. Cowen, has 
“installed new inserting machines 
with the capacity to handle mail- 
ings of all sizes that we use, in- 
stead of just the middle sizes; we 
have tried to schedule our work a 
little further in advance to reduce 
overtime we haven't tried yet to 
speed up the Muzak in the mailing 
department, but that’s the only 
thing we have thought of that we 
haven’t tried.” 


> Cost-cutting should be a con- 
tinuous program, not a spasmodic 
effort. Every element of mail and 
mail-handling should be regularly 
examined with an effort not mere- 
ly to cut expenditures, but rather 
to increase the return per dollar 
of eutput. In some cases this may 
reduce costs, but it may also lead 
to increasing the budget. 


Ferd Ziegler, McCann-Erickson, 
has put it this way: 

“As an agency, we eonsider di- 
rect mail simply as another adver- 
tising medium, along with the print 
and electronic media. Just as we 
prepare commercials and printed 
advertisements for these media, we 
also prepare direct mail pieces and 
campaigns for various clients. 

“To the best of my knowledge, 
our clients have always made spe- 
cial efforts to get the most out of 
every dollar, so that the increase 
in postal rates has had no special 
effect, any more than have increases 
of rates of other media.” 44 











FULL COLOR 
POST CARDS 
DESIGNED TO SELL! 


Crocker Mirro-Chrome 
advertising and sales 
promotion post cards 
brilliantly portray and 
sell your product 

at a cost of less than l1¢ 
each. Mirro-Chrome can 
work for you—contact 

a Crocker Salesman in 
your area, or write 


Dept. AR-9 


H. S. CROCKER CO., INC. 


San Francisco, 720 Mission - Chicago, 350 N. Clark 
Los Angeles, 1151 W. 6th » New York, 11 W. 42nd 
Detroit, 19600 W. McNichols - Baltimore, St.Paul & 24th 
Seattle, 322 Colman Bidg. + Portland, 1325 S. W. 13th 


SG Ue hi 44) el 
BUSINESS FOR OVER 30 YEARS 


Cllr mets ie t) a 
LETTER & MAILING 
‘2 a aiG: 


DOES IT FASTER! 


You can count on Marie to handle your complete 
mailings — and be assured of prompt and ac- 
curate services, 

Work mailed for you or delivered to you. Marie 
has been handling all mailing details for a wide 
variety of clients for more than 30 years — 
Multigraphing ° Fill-in on Multigraphed 
letters * Planographing * Addressing ° 
Mimeographing * Printing * Addresso- 
graphing * Auto-typed letters. Also 
Addressograph list and hand-list main- 
tenance. 

Call Wabash 2-8655 and Just Ask For Marie 


an Leller Ht p re 


431 SoutH DEARBORN STREET 
Cuicaco 5, ILL. WABASH 2-8655 





Polk Direct Mail Brochures 
Cover Various Viewpoints 


Four brochures on direct mail ad- 
vertising, covering the viewpoints 
of client, advertising agency and 
direct mail specialist, are available 
from R. L. Polk & Co., Detroit. 


@ What We Expect Our Advertis- 
ing Agency to Do for Us in Direct 
Mail, by Frank J. McGinnis, truck 
advertising manager, Ford Div., 
Ford Motor Co. Naming a goal of 
“immediate sales” as a future chal- 
lenge for direct mail, Mr. McGinnis 
advises ad agencies to take a good 
look at “Li’l Old Direct Mail,” the 
orphan lying on their doorstep. He 
then outlines a list of specific re- 
quirements for an agency taking 
over the Ford direct mail account. 


- for more details circle 924, page 139 


© Creativity in Direct Mail, by Ferd 
Ziegler, vice president, McCann- 
Erickson Inc. A variety of advan- 
tages offered advertisers by this 
medium are outlined by Mr. Zieg- 
ler. He also lists ad agency require- 
ments if they are to perform a crea- 
tive function in direct mail. 


+ for more details circle 925, page 139 


@ The Place for Direct Mail in the 
Advertising Agency, by Paul John, 
director direct mail dept., Camp- 
bell-Ewald Co. Mr. John diagrams 
five basic agency operations for get- 
ting most out of the medium. 


- for more details circle 926, page 139 


© Three Laws of Buying Behavior, 
by H. H. Geddes, research director, 
Direct Mail Division, R. L. Polk & 
Co. This booklet contains charts and 
facts showing how to evaluate a 
prospect’s buying probability. He 
summarizes by stating that buying 
is not accidental, but predictable, 
once direct mailers learn to rec- 
ognize the buying patterns pre- 
sented. 

- « for more details circle 927, page 139 


Happy My Birthday Idea 
Boosts Dealer Promotion 


A touch of whimsy will often help 
a manufacturer win over an other- 
wise sales-resistant dealer. This is 
true of the Nu-Kote carbon paper 
promotion developed by the Bur- 
roughs Corp. 

Aiming at additional dealer ac- 
ceptance of this product—which was 
celebrating its first birthday—Bur- 
roughs devised a “Happy My Birth- 
day” dealer packet. 

The kit’s theme was centered 


make six 
sales calls ‘ 
on a prospect 
for only = 
For only 99¢ a name, you can send a complete 
direct mail campaign to 1,000 prospects. (Of 


course, the larger your list, the lower the unit 
cost.) 


The campaign is tailor-made. It consists of- 
six proven, action-getting direct mail pieces, 
ranging from a novel POSTALGRAM mailing card with a built-in 


reply card... to an eye-catching MAILOFILM that has brought 
praise from direct mail experts. 


The price of 99¢ per name covers all art and production, ad- 
dressing, enclosing and mailing (only postage is extra). 


To receive a free sample kit of the 6-piece direct mail campaign, 
write or phone Tullio W. Rossetti, Vice President, or Sparty J. 
Nardone, Sales Promotion Manager. 


MAILOGRAPH COMPANY, ING. 
41 Water Street, New York 4, N.Y. o BOwling Green 9-7777 


Creative Direct Mail Since 1920 


If you like, any one of these experienced account reps will be glad to discuss 
the campaign with you personally: Norman Liebman, Alfred Froimson, Graham 


PO ee ee ee ea eee 








Silverstein, Walter Meinzer. 


SERVICE 


IS MORE 
THAN 
JUST A 
WORD 


ar LAKE SHOR 


3M PRE-MADEREADY ELECTROTYPES 
REILLYTYPES * REILLY PLASTICTYPES 
R.0.P. COLOR NEWSPAPER MATS 
ENGRAVING SERVICE DEPARTMENT 


ELECTROTYPE 
DIVISION 


1224 W. VAN BUREN : CHICAGO 7, ILL. - SEeley 8-1010 


\ in Canada! 


MAIL INCANADA TO CANADIANS! <Z 


SAVE 50% ON POSTAGE 


when mailing to Canadian pros- 
pects and customers Third 
class mailing in Canada costs 


only 2¢ against 4¢ in U.S. 


For reliable envelope service write 


1070 Queen St. E., 
Toronto 8, Ontario Dept. 9P1 
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Terrific 
ATTENTION GETTER! 


nintaatted 


DIRECT MAIL 


Here's a hard hitting direct mail device 
that increases readability every time. 
Try animated direct mail on your next 
job and watch your results soar. 


COMPLETE PRINTING AND MAILING 
FACILITIES, ESTIMATES GLADLY 
GIVEN ON REQUEST. 


THE LEE SERVICE 
20 EAST 20th STREET 
NEW YORK 3, N. Y. 

SPRING 7-5703 


Are you need Ann 
tt CLASS POSTAGE for 
3rd CLASS aa 


Retain the dignity your Ist class 
letter must have to receive per- 
sonal attention. 

@ Send it with your 3rd class cata- 
log in Du-Plex...letter arrives in 
distinctive 1st class compartment 
separate and apart from catalog. 

@ Only Du-Plex gives Ist class 
dignity to your letter mailed with 
your catalog. Only Du-Plex gives 
you 1st class value for the $30.00 
per thousand postage you pay. 
Write for Du-Plex samples, prices! 


ONVELOPE CORPORATION 


ul 
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Happy My Birthday . . . Clever Nu- 
Kote carbon paper promotion won deal- 
er friendship by celebrating its first 
birthday with them and suggesting they 
grow old together. 


around the approximately 842x5%” 
birthday card showing a diaper- 
clad baby typing out a “Happy My 
Birthday to You!” A clever poem 
on the inside pointed out the ad- 
vantages of the plastic base carbon 
paper, the fact that the product 
was now a year old, and suggested 
“let’s grow old together.” 

The rest of the kit materials in- 
cluded brochures, sample Nu-Kote 
carbon paper, stuffers, order cards, 
window displays, wall streamers, 
invoice stickers and lapel badges. 

Dealers were able to carry the 
promotion on at retail level with 
both point-of-purchase displays and 
consumer direct mail, if they 
wished. The extra kits were sup- 
plied to them with their orders for 
Nu-Kote as a “birthday bonus.” 
Number of kits received was de- 
termined by the size of the dealer 
order. a4 


Shows Samples of New 
Pre-Printed Mailers 


A sample folder, showing a vari- 
ety of new stock printed pieces cur- 
rently available, has been released 
by Carr Speirs Corp., Vero Beach, 
Fla. 

The folder contains an assortment 
of colorful 8%x10” bulletin sheets 
with stock art and matching head- 
lines for use as letterheads, sales 
bulletins, etc. Also included is a 
sheet on a Speirs special service, 
the “Do-It-Yourself Contest Mak- 
ings.” This service offers cartoon il- 


lustrations, layout and suggested 
copy for the client’s own reproduc- 
tion by offset, printing, Ditto, or 
Mimeograph. Prices are listed at 
$2.50 per contest or 12 contests for 
$15.50. 

Prices for the pre-printed bulle- 
tins range from 5c each in lots un- 
der 200, assorted as desired; to 
$10.50 per 1,000 in 150,000 lots, as- 
sorted as desired. 

The folder also describes the Carr 
Speirs “Do-It-Yourself Workchest” 
which lists at $27.50. 

+ « for more details circle 928, page 139 


Folio Gives 81 Pointers 
For Successful Newletters 


A folio listing 81 ways to a suc- 
cessful newsletter program has been 
released by the Mailograph Co., New 
York. 

Representing a wealth of expe- 
rience and research, the folio first 
describes a variety of purposes for 
publishing a newsletter including: 


® Stimulating employes 


© explaining company aims and 
policies 
® winning support for sales pro- 
grams 


© offering practical information 


@ becoming a source of news for 
your industry or field. 


It then goes on to give pointers 
in accomplishing each of the aims 
listed. 

Also of interest in the newsletter 
guide folio is a general check list 
for planning and directing the 
newsletter. 

+ « + for more details circle 929, page 139 


New Novelty Maps Based 
On Special Fold Interest 


A new map idea named after its 
“Star Fold” feature is being dis- 
tributed by the Intra Exchange Co. 

Invented by the Falk Verlag Co., 
Hamburg, Germany, the “Star 
Fold” map was designed for small 
area showings, such as downtown 
sections of cities and other area 
designations. 

A pop-up idea, the unit is based 
on a 54%x7” map which is pasted on 
the inside of a one-fold folder 
measuring 2%x3%” when closed. 
The patented “Star Fold” enables 
the map to pop-out to its full size 
when the folder is opened and snap 
back in place when the folder is 
closed again. 

Complete information is available 
from Intra Exchange Inc., St. Louis 
24. 44 








UNUSUAL FOLDS 
AND. DIE-CUTS 


The versatility of Woodbine Duplex Enamel is 
unlimited. Unusual folds, trims, and die-cut 
effects challenge the imagination. Folders, pro- 
grams, special announcements and promotional 
pieces can be lifted out of the conventional 
rut and given a hot spark of originality and 
eye-catching punch. In no other way can 
the force of “built-in” color be employed 
more economically. 


3 COLORS - WITH 
1 COLOR . PRINTING 


Yes, in no other way can you utilize the power 
of COLOR at so low a cost. With only ONE 
color printing you get a full 3-COLOR impact. 
7 harmoniously matched color combinations 
give you a balanced selection to compliment 
product, season, or message. Also widely used 
is Woodbine Duplex BRISTOL for postcards, 
covers, die-cuts, etc. 


Woodbine Duplex Enamel and Bristol offer such a 
wide range of creative opportunity to anyone looking 7 HARMONIOUS 
for ideas, that we urge you to write for the demonstra- 

tion portfolio. You'll be nothing less than amazed when ae) COLOR 

you see the great number of ways you can add eye ap- eI ae COMBINATIONS 


peal and selling force to many of your printed pieces. Orange and Fawn 


WOODBINE ve) = 


3 — and 
THE APPLETON COATED tidion and White 
PAPER COMPANY Gray and Rose 
. 1200 North Meade Street Emerald and Green 
Soy Sree Tan and Lime 
ENAMEL and BRISTOL 
APPLETON COATED 


Printed on Woodbine Duplex Enamel-— Orange end Fawn 





Postmasters’ Hints for 


Better Mail Service 


The men who handle the mail tell AR readers how to 
get more from the post office. This practical list of time 
and money savers has been compiled with the coopera- 
tion of the postmasters listed below, whom AR wishes 
to thank for their assistance: E. L. Baker (Detroit); 
Robert K. Christenberry (New York); Grandville W. 
Elder (Houston); T. G. Hefner (Denver); Jeffrey P. 
Hillelson (Kansas City, Mo.) ; Albert Hodler (Portland, 
Ore.) ; Lewis E. Moore (Nashville); Edward J. Quigley 
(Brooklyn); Carl A. Schroeder (Chicago). 


@ Choose your mailroom equipment carefully. 
® Inspect your postage scales regularly. 
e Is your postal information on rates up-to-date? 


® Keep your schedule of trains, planes and ships up- 
to-date. 


® Avoid the use of air mail and special delivery to 


business firms over week-ends, when they are 
closed. 


® Use “Air Lift,” which is 4c mail sent by plane 
on a “space available” basis to replace regular 7c 
Air Mail. You must remember, however, that you 
cannot guarantee that this will get air service. 


® Do not spend special delivery fees on parcel post, 
when what you really should buy is the lower cost 


special handling. Be sure you know the difference 
between the two services. 


® Don’t destroy spoiled envelopes and tapes with 
metered postage; redeem them at the postoffice for 
90% of their face value. 


@ Send out promotional material at third class rather 
than first class rates. 


® Check all enclosures with the post office for prop- 
er weight. 


® Take advantage of all services available from 
your local post office. 


® Don’t use airmail to cities that are not served 
regularly or easily by air. You may not be gaining 
value for the extra postage. 


+++ continued on p. 58 


A Word from Washington 


“Our experience shows that the biggest problem with 
respect to good mail service today is transportation,” 
says Edwin A. Riley, director of postal services at de- 
partmental headquarters, Washington. 

“In the past few years, the number of mail-carrying 
trains has been reduced from 10,000 to 2,000. Often 
there is only one train a day to the destination which the 
mailer wants to reach. If he misses that train, he has lost 
24 hours. 

“Nothing the mailer can do is more important than 
keeping himself informed about transportation sched- 
ules. Prepare your mail properly, but be sure your mail- 
ing schedule is checked against the trains that are avail- 


able. The post office department has made great efforts 
recently to give more authority to its field people. You 
will find that they are informed, and able to help, and 
that they are ready to help.” 

Mr. Riley points out that the post office is not in the 
transportation business, and that it has very little con- 
trol over the movement of mail by common carrier. 
“We are really like freight forwarders. The only trans- 


portation we can buy is the transportation that exists. 


We are using trucks, buses and other means to close the 
gaps which result from elimination of trains. But the 
fact remains that we have less transportation available 
to us now, than we had only a few years ago.” 


@21A10g5 |IOW 40Heg 





Better Mail Service 


Postmasters’ Hints for 


Better Mail Service 


® Give advance notice to the post office when you 
are planning a large mailing. 


e If you want simultaneous or nearly simultaneous 
delivery over a large part of the country, consult 
your postmaster on proper mailing schedules. 


® Avoid simple errors which involve incomplete 
or inaccurate addresses. 


@ Use meter machines when the volume of your 
mail warrants, and to expedite the passage of your 
mail through the post office. 


® Use zone numbers on all mail going to cities that 
have been zoned. This permits more rapid sorting, 
even by inexperienced clerks. 


® Take advantage of the post office offer to zone 
your mailing lists for you. 


® Separate local from out-of-town mail. This will 
speed up the handling of your mail. 


@ Use free labeled adhesive bands for separating 
mail, which you can obtain without charge from the 
post office. 


® Mail early in the day, and frequently, to avoid 
the last minute pile-up of mail. 


@ Take advantage of training centers run by local 
post offices to bring your mailing room personnel 
up-to-date on postal services and regulations. 


® Check your plans for major mailings with the 
postoffice which will handle them. Its advice will not 
only keep you from breaking regulations, but can 
also save you time and money. 


® To keep your mailing lists current, make regular 
use of the “Form 3547 Requested” endorsement on 
your third-class mailings. 


® Be careful of the size of your envelopes in third- 
class mailings, to avoid special charges. 


® Designate your mail clearly. You can get Air Mail, 
Special Delivery, and First Class Mail labels from 
the Post Office Department. 


® Use Certified Mail instead of Registered Mail 
when you want proof of delivery on letters of no 
intrinsic value. 


® Call at your local post office and request the nu- 
merous free post office publications on all classes of 
mail and special services. 

@ Check the advantages of precanceled stamps for 
parcels, instead of ordinary stamps. 


® Use the special “Service Plus” or “Speed Boxes” 
where they are available in your community. 


® Use sack labels prepared by the Post Office De- 
partment, and available without charge. 


@ Watch the weight of the paper you use, especially 
in mass mailings. 


@ Use Combination Mail, so your eustomers can re- 
ceive related letters and parcels at the same time. 


® Prepare COD tags correctly. This avoids unneces- 
sary delays both in filing the mail and in handling 
throughout its travels. 


e Always include an extra address label and list of 
contents in each parcel mailed. 


Publications for your Postal Reference Shelf 


The Post Office Department issues a number of helpful 
books and pamphlets. They are authoritative and the official 
guide to all who handle mail, whether they work for the 
post office or for mailers. 

Postal Manual .. This is the most useful general guide is- 
sued by the department. Purchasers are sent, from time to 
time, a looseleaf supplementary service, as changes 
occur. $3 

Postal Bulletin . . A weekly bulletin, this is for those whose 
information must be as current as possible. $2.25 a year 

Directory of Post Offices . . This lists all post offices, by State, 
alphabetically, and by county. With the guide, which 
you can get from your local postmaster, you can ac- 
curately compute parcel-post rates from your city to all 
post offices. $2.50 


Packaging and Wrapping Parcels for Mailing Free 
Domestic Postage Rates and Fees Free 
Mailing Permits 

Combination Mailing Free 
How to Prepare 2d & 3d Class Mailings 

How to Address Mail Free 
International Mail Free 
Parcel Post Zone Guide (for about 20 major cities) Free 
Postal Zone Directory (for zoned cities only) Free 


Send your check or money order to the Supt. of Documents, 
Government Printing Office, Washington 25, for those publi- 
cations for which a price is given. You can get the free pub- 
lications from your local postmaster. 





“adjectiwes” 


“Best” ... “quality” .. . “service-minded” .. . are tired words. How- 
ever, they're still being mouthed by some printing salesmen who depend 
more on these worn phrases than their knowledge of printing processes 

nd the versatility and techniques within these processes. We're happy 


© report, you'll find none of these “adjective hounds” on Gugler’s 
sales staff. 


Most of our customers like to refer to our salesmen as “men in the know, 
printing-wise.” They can talk your language. Pin them down on tech- 
nicalities about silk screening . . . about outdoor spectaculars . . . p.o.p. 
displays . . . dayglo colors . . . about labels, too . . . and they'll come 
right back at you with intelligent, constructive suggestions as the answer 
to your printing problem. 


They do it every day .. . as a part of their job as printing consultants, 
first . . . printing salesmen, second. Welcome these men... . or call 
them . . . it'll profit you to do so. 


ugcler uiTrHocRAPHic co. 


1339 NORTH MILWAUKEE STREET, MILWAUKEE, WISCONSIN 


Sales Offices: New York * Chicago * Seattle * San Francisco * Los Angeles * St. Louis * Atlanta ° 


Detroit * Houston * Tulsa 
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How to Build 


Parke-Davis has found that thinking first 
of the professions it serves, and their needs, 
has brought increased promotional values. 


Parke, Davis & Co., world-wide 
4 PARIS pharmaceutical firm which head- 
quarters in Detroit, has been effec- 
tively using the same point-of-pur- 
chase display theme for seven 
years. 

That the program will be con- 
tinued for the next few years is 
apparent, according to George A. 
Bender, director of institutional ad- 
vertising for the company, from 
the continuing demand for it from 
the nation’s retail pharmacies. 


> The point-of-purchase series used 
by Parke-Davis is “A History of 
Pharmacy in Pictures,” and fea- 
tures 40 pictures depicting the de- 
velopment of pharmacy. 

The institutional theme is two- 
fold: To elevate the profession of 


MATTOON, ILL. WASHINGTON 
4 Ww 





PARKE-DAVIS 





Long Life and Wide Use into 


a Point-of-Purchase Program 


pharmacy in the minds of both the 
pharmacist and the public; and, 
since no specific products are ad- 
vertised or merchandised through 
the displays, to subtly keep the 
name of Parke-Davis in the pub- 
lic’s eye. 

The displays have been and still 
are in great demand. Their attrac- 
tiveness and “soft institutional sell” 
have resulted in their wide use in 
prominent positions both in win- 
dows and inside the store. 

Since the later editions are of 
two-sided construction, the dis- 
plays are versatile and adaptable to 
a greater number of display loca- 
tions, hence the wider use. 


> Mr. Bender explains that “the 


modern open-front stores have wel- 
comed the two-sided feature. Dou- 


FIJi ISLANDS 


ble readership is enjoyed in this 
type of display—both from the 
street and from the inside of the 
store. This type of construction 
eliminates the rear view of un- 
sightly easels and braces, which 
negates use of traditional displays 
in modern-front stores, and pro- 
vides the pharmacy owner with a 
neater appearing store interior.” 

The History of Pharmacy dis- 
plays involve the use of art repro- 
ductions of oil paintings, all of uni- 
form size, in seven different frames 
and formats, yet with a related 
styling, Mr. Bender explained. 

All have been installed by store 
personnel, and professional display 
installation services have not been 
employed. This ease of handling is 
confirmed by photographs of dis- 
plays in use in far-off places, such 


as Thailand, India, Pakistan, Iran, 
South Africa, Hong Kong, and the 
Philippines, as well as in nearly 
every European and Latin Ameri- 
can country. 

In addition to the international 
use of displays, many thousands of 
sets of art prints suitable for fram- 
ing (21’x17%”’) of the entire 40 
paintings in the series have been 
distributed, many of which have 
been framed at the pharmacists’ 
own expense and have become a 
permanent part of the professional 
decorative scheme of retail phar- 
macies throughout the world. 


> Use of the paintings in point-of- 
purchase displays can be traced 
back to 1951 when the first phar- 
macy painting was reprinted in 
color in Parke-Davis’ Modern Phar- 
macy magazine. The magazine is 
distributed to nearly 100,000 phar- 
macists in the United States and 
Canada. 

Requests from pharmacists be- 
gan trickling in soon after publica- 
tion, and the point-of-purchase dis- 
play was a logical outgrowth of 
this response, Mr. Bender ex- 
plains. 

Uses to which the series has been 
put since then include: 


© Publication as inserts in Modern 
Pharmacy (90,000: copies of each) 
distributed in the United States and 
Canada. 


® Point-of-purchase window dis- 
plays (18,000 each of seven series). 


e Art prints suitable for framing 
(20,000 to 25,000 of each picture). 


® Small-size prints (for teachers 
and laity). 


® Small booklets (for conventions 
and museums). 
++ + continued on p. 62 
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World-Wide Use . . . Pharmacists all 
over the word find different ways to 
adapt the units to their own needs. 





FREE 


IDEAS FOR 


BUILDING SALES! 
a 
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VUE-MORE: 


Rush a copy of your new Catalog. 


ta 
BREVEL ani- 
mation motors. 


Write for your copy today. 
Use the handy coupon above! 


VUE-MORE Turntables are: 


QuiET PRECISION MADE 
DEPENDABLE GUARANTEED 
TROUBLE-FREE VERSATILE 


AND FOR YOUR ANIMATED DISPLAYS: 


© 


Quiet, versatile, efficient Brevel 
motors are designed for maximum 
power and precise movement—yet 
compact enough to be used in any 
motion display. Write for details. 


~ 


VUE-MORE CORPORATION 


a 
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Typical Unit . 


. . This was the 1957 release. While promotional material showed it in 


this arrangement, the design was flexible enough to meet the demands of many situ- 
ations. The pieces are double-faced to increase flexibility of arrangement. 


® Exhibitions (of original oils) at 
national and state professional con- 
ventions; and in public art and his- 
torical museums. 


Contemplated further applica- 
tions, Mr. Bender said, include: 


® Publication of the pictures and 
stories in permanent, hard-cover 
book form for educational, library, 
and home reference uses. 


® Permanent hanging of the framed 
oils for viewing by visitors in the 
Parke-Davis home-office labora- 
tories in Detroit. 


> The idea for the pharmacy paint- 
ings was conceived by Mr. Bender, 
who has directed the development 
of the series and written the text, 
(some 80,000 words) which ac- 
companied first publication of the 
pictures. He is also writing and di- 
recting the recently started history 
of medicine series, which similarly 
honors the medical profession. 

All of the 40 original oils were 
painted by artist Robert A. Thom, 
Birmingham, Mich., who also is 
painting the medicine series. 


> “The key to the campaign’s suc- 
cess,” says Mr. Bender, “is the in- 
dividual pharmacist’s innate pro- 
fessional pride. The pharmacy 
paintings give him an opportunity 
to tell his story to the public in 
very good taste. And we anticipate 
similar success with the history of 
medicine series.” 

Perhaps another key factor be- 


hind the success of these series and 
the displays made from them is the 
careful and painstaking research 
that precedes every painting and 
story. Mr. Bender and Mr. Thom 
work as a team in conducting these 
investigations. Following confer- 
ences with basic historical advisors, 
the research team seeks out and 
consults the leading experts in each 
particular field and period that is 
to be illustrated. 

The pharmacy series is estimated 
to have required a quarter of a mil- 
lion miles of travel for the research 
team in the United States, Canada 
and a number of European coun- 
tries. These same careful research 
techniques are being applied to the 
new series on medicine. 


> Six out of seven of the pharmacy 
window displays have been winners 
in the multi-plane division of the 
Lithographers Natl. Assn.’s annual 
competitions. Three displays were 
created by Ejinson-Freeman Co., 
and four by the Forbes Lithograph 
Co. 

A history of pharmacy in pic- 
tures represent a million-dollar in- 
vestment on the part of Parke- 
Davis, when all of its many uses 
and adaptations are considered. 
How the company feels about this 
investment is demonstrated by its 
authorization of the second series on 
medicine, the recent distribution of 
art prints to physicians, and of the 
first history of medicine display to 
pharmacists. 44 





Knoxville, ennessee 
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Now.. 
a new 
handy size a, 
and dispenser. ~ 


xX-marx 

register marks 
X-marx printed register marks 
on self-adhering cellophane 
tape eee for artists, 
designers, printers, engravers 
and photographers. 


Simply snap-off a convenient 
register mark and apply to key 
art, then apply a second mark 
on the overlay in register with 
the first. Your work is assured 
of perfect register everytime. 
Enjoy the success and time 
saved with X-marx. 


Ask your art supply dealer or write direct fer 
FREE literature and sample. 


bienfang 


products corp., metuchen, n.j. 


ELECTRO 


TURNTABLES 


DEPENDABLE 
MOTION FOR 


WRITE FOR COMPLETE CATALOG AND PRICES 


ELECTRO-MOTION CORP 
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Food, Salt and Art . 


——y 


- + Ingenious photographic treatment of rather ordinary objects 


has given Morton Salt a colorful and dramatic 30-sheet poster for fall promotions in 
more than 400 U. S. markets. Posters will be adapted to point-of-sale pieces. 


Ordinary Road Map 
to Novel Mailing Piece 


Spearheading the General Public 
Utilities Corp.’s 1959 industrial de- 
velopment drive is a road-map 
mailing piece, especially adapted by 
Gould and Tierney Inc., New York. 

Mailed to leading executives in all 
phases of American industry, the 
four-color maps are adapted from 
standard folding road maps of New 
Jersey and Pennsylvania. With out- 
lined tints, the company’s service 
areas are indicated on the maps, 
while pertinent population and 
mileage data for promotional pur- 
poses are put on the marginal 
spaces. 

The maps were used to interest 
industries in locating in the GPU 
service areas, and were mailed in 
a special sleeve bearing a transmit- 
tal message from the company: “To 
help you steer straight to the right 
plant location.” Attached to this was 
a small compass. 44 


Outdoor Poster Service 
Designed For Banks 


An outdoor poster service, de- 
signed especially for banking insti- 
tutions, is described in a folder from 
The Cramer-Krasselt Co., Milwau- 
kee. 

Set up on an area franchise ar- 
rangement for their customer’s pro- 
tection, the service involves a 50% 
showing using five or more designs 
in a 12-month service period. 

All posters are 24-sheet stock 
poster designs in full color, ready 
for the bank name imprint. Copy 
and illustration themes include sav- 
ings, checking, home, auto, and per- 
sonal loans and a promotion on 
Christmas Clubs. 

Prices for the posters range from 
$10.50 each to $14.25 depending up- 


on the quantity ordered, and $6 to 
$12 for imprint set-up charges. 

The poster service folder also 
describes tie-in folders currently 
available that are based on the 
same designs as the posters. 

+ for more details circle 922, page 139 


‘Q’ Stands For Quality 
Says Norge Campaign 


Six-inch decals in the shape of 
large “Q’s” are being used by The 
Norge Division of Borg-Warner 
Corp. as sales aids for its distribu- 
tor salesmen. 

The company lists four or five 
specific product features within the 
blue “Q” as the outline of a sales 
talk which can be given to the deal- 
er within three to five minutes. 

“The Q letter was selected to call 
continuous attention to our quality 
features,” said Walter C. Fisher, di- 
rector of marketing. 

The decals have an adhesive 
backing and are designed to be 
placed at eye-level on Norge 
freezers and refrigerators at the 
point-of-sale. In addition to helping 
the distributor salesmen sell the 
dealer, Norge hopes they will be 
used by the dealer salesman with 
his prospects. 44 


Bulletin Tells ‘How To’ 
With One-Coat Day-Glo 


A two-page technical bulletin of 
tips on using one-coat Sunbonded 
Day-Glo bulletin paint has been re- 
leased by Switzer Brothers, Cleve- 
land. 

Compiled to help save time and 
trouble when painting daylight fluo- 
rescent bulletins or signs, the in- 
structions include tips on the type 
of brush to use, proper painting 
technique, thinning, and cutting in. 

+ + « for more details circle 923, page 139 





How Automation 


Boosts Sales, 


Cuts Inventory 


Convenient Color Book . . . 150 color card swatches are visible 
at a glance, yet fully protected, in this plastic file. 


Comparisons . . . Having made a pre- 
liminary selection, the full color card is 
available for easy matching. 


Master Card . . A master punched 
card matches each sample, and the re- 
tailer can easily pick it out. 


Ready to Add . . . The punched card, 
inserted in a slot, controls the addition 
of colorant to the proper base paint. 


Martin-Senour Paints came up with a new way of offering 
custom-mixed colors, which enable a small stock to 
furnish wide variety, but it also needed a special way of 
letting customers pick their preferred colors. 


By J. R. Degman 

Vice President-Sales 
The Martin-Senour Co. 
Chicago 


There is a paradox in the paint 
industry today: at a time when 
Martin-Senour paint dealers are 
able to operate with the lowest in- 
ventory levels ever possible, they 
also are able to display a much 
wider range of color choices than 
retail customers and decorators had 
available in the past. 

Colorobot is responsible for both 
aspects of the situation. This 
punched-card controlled electronic 
dispenser automatically adds color- 
ants — in precisely metered quanti- 
ties as minute as 1/32nd of an ounce 
— to the base paints. In this way it 
produces the enormous variety of 
color which has made Martin-Sen- 
our a leader in the field. 

Because he need stock only the ten 
colors and white into which the 
colorant is metered, the dealer can 
reduce his inventory by 60%. Ex- 
pensive store space can be used 
for selling, not storage of thousands 
of cans of paint. 

At the same time, the range of 
colors which can be shown to the 
customer has surpassed all limita- 
tions. Colorobot’s punched cards de- 
termine the combination of from 
one to three colorants that will pro- 
duce any desired color. Although 
our color physicists tell us the hu- 


man senses will perceive “only” a 
million different colors, the punch 
possibilities in these control cards 
literally exceed two quintillion. 


> With all barriers to color variety 
removed, we set out to develop the 
best possible techniques for dis- 
playing the colors that are avail- 
able. We were after color display 
systems the average paint store 
customer could easily use and we 
wanted something the professionals 
in the field — decorators, architects 
and painters — would find up to 
their most exacting needs. 

One solution was the Colorobot 
Color Center, a point-of-sale dis- 
play including a conventional book 
of nearly 1,000 color swatches and a 
file of giveaway swatches. This, 
however, is not a fully organized 
system in the technical sense. The 
swatches represent only colors pop- 
ular in present trends on the mar- 
ket. 

Accordingly, we also wished to 
provide a modern showcase, suit- 
able for use with the ultra-modern 
concept of Colorobot, for our exist- 
ing Nu-Hue color system. This is a 
fully-organized line representing a 
technical breakdown of some 600 
hues, tones and shades calibrated 
from one end of the spectrum to the 
other. 


> When the prescription-mixed Nu- 
Hue Color System was announced 
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in 1946, it revolutionized the paint 
industry and home decoration. We 
are proud that it represented the 
first real breakthrough in attaining 
freedom of choice in color. 

Until the development of Coloro- 
bot, however, the 3-by-5-inch Nu- 
Hue card swatches were housed in 
card files. Die-cut corners unique 
in the paint field provided a “peak” 
at the entire range of colors in the 
file, but you unwittingly can hide 
color in a file box and make it 
harder for the customer to pick out 
and examine his choice. So to make 
the Nu-Hue colors an integral part 
of the Colorobot system, we turned 
to a long-standing office tool — vis- 
ible indexing. 

We placed our Nu-Hue card 
swatches in Remington Rand Kar- 
dex book units. Two of these hand- 
somely-bound volumes, their gray 
covers stamped in gold with the 
Colorobot name, are made available 
to each of the dealers installing our 
electronic dispenser. 


> When a customer opens one of the 
23-inch-long units in a retail ‘store, 
he sees before him on two panels 
150 five-inch-wide strips of Nu-Hue 
colors beneath the transloid Kiardex 
visible index margins. By as 


SALES IMPACT 
ATA 


LOWER COST 
than any other medium! @ 


For low cost selling, no medium excels these 
metal Roadside and Point-of-Purchase Signs 
produced the attractive GRACE way. They're 
tops for high readership, advertising wallop 
and t and day attention value. Silk- 
screened in GRACE long-lasting paint 


enamels Gp aluminum or steel. . . plain or 
eae you desire. Use our modern 
creative designing service. It's FREE. 

YOUR CLIENT’sBEST BUY ARE 


Send for The 
GRACE Catalog 
in Full Color 
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Ready to Mix . . . The colorant, seen as 
a dark puddle, has been added in the 
proper amount to match the swatch. 


back an entire panel of the color 
samples with a single motion, he 
has a similar view of the swatches 
inserted on the reverse side of each 
Kardex pocket. Thus, the 600 colors 
in the Nu-Hue range are exhibited 
in two compact volumes. 

Visible indexing, of course, is a 
quick guide for the customer, show- 
ing him the entire color range with 
minimum effort. When he notices 
a color in the visible margin like 
that he is seeking, he flips open the 
Kardex pocket to that particular 
swatch. He then can examine the 
entire three-by-five inch sample 


Silk screened in 9 transparent colors over entire” ‘ 
‘Scotchlited’ surface for advertising night and days ” 
5 ft. x 10 ft. Highway Sign is a real stopper! 


the distinctive soft drink 


DrPepper 


ked Enamel Signs are important 
at the sales point. They insure 
-+. fepetition of your product name! 


G RACE SIGN & MFG. CO. 
3601 S$. SECOND ST. 
ST. LOUIS 18, MO. 





without having to remove it from 
the book. If he decides to look for 
a slightly different shade, he mere- 
ly checks the visible margins again 
and opens to the appropriate swatch. 


> When a selection is made, obtain- 
ing the paint is simple. On the bot- 
tom of each Kardex swatch, visible 
through the transloid margin, are 
printed three figures — a code 
which reveals color qualities for 
professionals, a price classification 
code number and a punched-card 
number. On the basis of the last- 
mentioned figure, the dealer selects 
a punched-card from a file and in- 
serts it into the Colorobot. 

He places a quart, gallon or five- 
gallon can of base paint on the 
Colorobot’s can support. At a flick 
of a switch the required colorants — 
special synthetic organic oil colors 
— are metered into the base paint. 
Within 30 seconds, the dealer has 
the color it would have required 
hours to prepare by ordinary mix- 
ing methods. 

The can, with base paint and 
colorant, is placed in a mixing 
shaker. The customer has electronic 
assurance that he will take home 
the same color he selected from the 
Kardex swatch. 


> There are numerous advantages 
to this color selection system. Cus- 
tomers have found that if they have 
a sample of cloth to match, they 
can run the material quickly down 
the visible index margins until they 
find a satisfactory color. They then 
can lift the Kardex pocket and 
match the sample against the entire 
5x3” swatch. 

The book units are light and easy 
to handle so that they can be 
carried about and examined under 
any light available inside or outside 
the store. Once the customer has 
the book out in the sunlight, for 
example, he can see at a glance its 
effect on the entire range of shades 
in the color he needs. 

Color swatches fare much better 
with this method, too. Although the 
customer can get at any color 
quickly, there is no handling of the 
swatches. As a result, there are 
none of the dust, oil and fingerprint 
marks which often detract from the 
effectiveness of a much-handled 
swatch. Nor do the card swatches 
rub against one another to leave 
distracting smudges. They are held 
slightly apart by the transloid visi- 
ble margins, and remain in excel- 
lent condition. After a year’s opera- 
tion in paint stores, expensive 
replacement of the 5x3 swatches 
has been eliminated. 

The compact and portable nature 
of our Kardex book units has prov- 





. » » More of your signs will go up 


in more places... more often 


if they are self-adhesive VINYL 


Salesmen and routemen like them because they are easier to put up. Just 
peel the back off, press in place. No water, no dripping, nothing to clean up. 


FasCal Vinyl lasts, too. Won’t dry out in storage. Weatherproof, 
you can use them indoors and out. Silk screen or print beautifully. 


Try FasCal Vinyl. Also available in chrome and clear. 
Ask your printer or write Dept. A-9 for samples. 


~ 


Fasson Products 


A Division of Avery Adhesive Products, inc. 
250 Chester Street * Elmwood 2-4444 ¢ Painesville, Ohio 
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Remember. you want the finest in 
fluorescence —ask for it by name 


i 


COLOR CARD . . . for Papers and Cardboards. 
Contains samples and printing suggestions. 


COLOR SELECTORS . . . for Silk Screen, Bulle- 
tin Colors, Qwik-Spray paints, and Water Col- 
ors. Have perforated swatches you can tear 
off and attach to your job. 


Write on your letterhead for Color Card and/ 
or Color Selectors (please specify which). Use 
Sun-Tested Velva-Glo for velvety smooth jobs. 


RADIANT COLOR co. * 
830 Isabella St., Oakland 7, Calif. 


Manufacturers of Sun-Tested Velva-Glo fluorescent 
papers + cardboards + silk screen colors + bulletin colors 
coated fabrics + water colors * qwik-spray colors 
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en an asset to decorators and archi- 
tects, as well as dealers. We have 
been able to supply these volumes 
to a number of professional people 
for their reference. 


> Efficiency of the color-selection 
methods we have described is a fit- 
ting part of the Colorobot program. 
This is important to our company, 
for the Colorobot represents fulfill- 
ment of a 20-year effort by Martin- 
Senour to reduce inventories and 
expand color variety. 

In the course of that effort, we 
developed no less than five ma- 
chines and parts of five others be- 
fore putting Colorobot into the field. 
The Arthur G. Russell Co., Forest- 
ville, Conn., created and produced 
the machine which finally gave us 
the performance we required. 

The ability to reduce inventory 
from, say, $25,000 to $7,000; and the 
resulting increase in stock turnover 
from 4% times a year to 10 times a 
year makes a dealer’s $3,500 invest- 
ment in Colorobot well worthwhile 
in a short time. 


> Because the punched cards we use 
determine the electronic impulses 
which dispense colorant, we also 


New Filmstrip Reveals 
Bus Poster’s Appeal 


A sales promotion filmstrip fea- 
turing King-Size bus posters has 
been released by O’Ryan & Batch- 
elder Inc. 

A six-minute sound and color 
film, “Long Live the King,” points 
out the effective qualities the 
12x214’ posters offer in outdoor ad- 
vertising. 

Among the points outlined in the 
35mm filmstrip are eye-level color 
and size; circulation of 100 miles 
per day; proximity to points of sale; 
combination of color, size and mo- 
tion; ease of changing copy; flexi- 
bility for picking routes to match 
the advertiser’s product or service; 
and low cost in providing more 
viewers per dollar than any other 
advertising medium. 

The film strip can be obtained 
from O’Ryan & Batchelder Inc., 
Peoria, Ill. 44 


ee 


Quick-Change Display Case 
Doubles In Shipping 


A colorful display case which can 
be converted in seven seconds from 
a shipping case has been developed 
for Henri’s Food Products Inc., by 
Mautner Advertising, Milwaukee. 


have provided accuracy and dur- 
ability in the cards themselves. 
They are cut by Remington Rand 
from its top-quality Huntington 
card stock, and sent to us for 
punching. Since they are rotary-cut 
to size in the manufacturing proc- 
ess, precision is constant. 

To the dealer using a Colorobot, 
this means that they will be easier 
to handle. There are none of the 
slight variations in card size which 
are possible with a guillotine-cut. 
And because the edges are burr- 
free, they resist the entry of mois- 
ture. Accordingly, we know we will 
have trouble-free card control no 
matter what the atmospheric condi- 
tions in which they operate. To fa- 
cilitate rapid location of the desired 
card, regular Remington Rand re- 
movable label inset celluloid guides 
speed the location and selection. 

The type of card used might seem 
at first glance like a relatively un- 
important detail. It is essential, 
however, that every aspect of the 
automated dispensing operation be 
as carefully developed as the color 
selection techniques and the ma- 
chinery itself, in order to open a 
new frontier for those who need, 
use and enjoy color. 44 


Conversion is obtained by just 
three cuts and a few folds. The unit 
becomes a vivid color display 
through the eight-color printing on 
the cases’ inner corrugated surfaces. 
No separate pieces are necessary 
because of the display assignments 
given the large overlapping top 
flaps and sidewalls of the case. 

To give the effect of a floor stand, 
an opened case of 24 eight-ounce 
bottles is placed on a stack of un- 
opened cases. The front panel, 
formed from a top flap and the front 
box wall, spans the depth of the two 
boxes, while tabs on the side panels 
hold the back panel upright. 

The shipping case was designed 
by Stone Container Corp., Chicago. 

44 


Ls . ries os ala 
Shipping to C . « Striking 
conversion of shipper is obtained with 
just three cuts and a few folds. Color 
panels were printed on cases’ inner cor- 
rugated surfaces. 
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Distinctive “brush stroke" letters, in 10 colors, make this sign stand out in shopping center competition. 


6 reasons why this sign order went to Hanover 


1. Faithful reproduction of colors 
and trademark: Ten vivid colors grab 
attention, stimulate impulse buying. 
We'll mail you a full-color reproduc- 
tion, on request. 


2. “Lock-light” seams: A Hanover 
exclusive. Seams are virtually invisible. 
No double thicknesses to throw shad- 
Ows; no gaps to leak raw light. 

3. Flexible size: 3’0” x 30/0” (illus- 
trated) or 5’7” x 147’2”, your Hanover 
sign fits your location, exactly. 

4. Design: In 29 years of sign design- 
ing, we have created attention-grabbers 


Designs That Sell 


SIGN 


6426 WEST FLORISSANT AVE., ST. LOUIS 22, MO. 


STOUT 


for many successful customers. This 
experience is at your service. 

5. Embossed lettering: Any style and 
size lettering can be embossed in the 
sign face. Non-fading acrylic colors, 
applied to the inside surface, stand out 
sharp and clear for years. 

6. Low Cost: Our press, Hanover de- 
signed and built, forms the background 
...embosses letters and pictorials... 


shapes the “lock-light” seams .. . all in 
the same operation. This enables us to 
offer you these features at prices you 
probably are paying for ordinary signs. 

Your letter or phone call will put 
our 29 years of counseling on store and 
brand identification at your service. 
Address Hanover Neon Electric Cor- 
poration, 771 North Fourth Street, 
Columbus 8, Ohio. 


HANOVER. ...srcrs « soos sion 
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through REPETITION ... COVERAGE... LOW COST 
..-COLOR ...and POINT-OF-PURCHASE ACTION 


Metal signs allow advertisers to cash in on all other promotional efforts: 
offering constant repetition... pin-pointing coverage ... insuring the 


most efficient cost per 1000 ratio... presenting the product and soles 


message in eye catching color... and telling prospects where to buy. 


if you want more information, write today. 
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PERMANENT 


§{ DECAL SIGNS 


NATIONAL 
BOHEMIAN all the permanence of 
ys 


a true decal... 
plus the simplicity of 
waterless application 


During the past year hundreds of 
leading national and regional adver- 
tisers made the big switch to 
Meyercord Pressure Sensitive Decal 
Signs. Good reason, too! They report 
getting more sign installations than 
ever before. They like the perma- 
nence of decals . . . especially when 
combined with the simplicity of no- 
water application. Field men like the 
rapid, convenient installation . . . 
without buckling or wrinkling. 

ae Meyercord laboratory research takes 
Ac "ain _-. * » a bow for developing these tough, 
pete Se@e, durable Pressure Sensitive Decal 
rit Signs that are built to give long and 
ww } | effective service, indoors or outdoors. 
—_ Let our sales representative explain 
what Pressure Sensitive can mean to 

your Point-of-Sale advertising! 


Make Sure You Use Only Tested, 
Quality-Controlled Decal Signs 


In our factory the Weatherometer provides constant 
quality-control through accelerated weathering tests 
to determine life expectancy and durability of each 
order. Two Weatherometers operate fifteen hours daily. 


Send for your copy of The Meyercord AD-Visor 
- full color brochure. Write on company letterhead . 


the MEYERCORD co. 


Dept. N-207, 5323 West Lake Street, Chicago 44, Illinois 
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Literature Shows Displays 
For School and Christmas 


A vast variety of stock display 
pieces currently available for fall- 
term and holiday promotional use 
is illustrated in literature from Gar- 
rison-Wagner Co., St. Louis 3. 

The fall-term catalog contains 
prices and pertinent information on 
display pieces for “returning to 
learning” promotions from the pri- 
mary school market through the 
college level. Included here are big 
red apples, little red school houses, 
hand-painted and photo murals, 
college cut-outs, etc. 

The holiday promotion folder fea- 
tures a series of outdoor illuminated 
Christmas units for marquees, roof 
or streamer use. All made of vac- 
uum-formed plastic in vivid color, 
the units include 50” candy canes, 
36” stars, 12’ candles, illuminated 
“seasons greetings” streamers, 39’ 
wreaths, 72” Christmas trees, 37” 
toy trains, etc. 

The fall display information is 
available in Supplement No. 93. 
The Christmas displays are in 
Bulletin GP5900. 


- » « for more details circle 911, page 139 


Stuffed Toy Catalog 
Suggests Display Ideas 


A variety of stuffed animals for 
display use are illustrated in a 
eight-page catalog from the Jee- 
Bee Toy Creations, Kansas City. 

The selection ranges from a sad- 
eyed pooch to a startled and gangly 
tiger. Other display toys include 
skunks, elephants, tigers, horses, 
and a two-gun “Charlie” bear. 

Sizes vary according to the toys, 
but run from “Shorty,” a 7” ele- 
phant, to “The Monster,” a 35” 
standing poodle. Also included is a 
circus assortment of 12 small stuffed 
animals. 

Also available is a leaflet showing 
small Christmas displays. 

+ for more details circle 912, page 139 





Scene of Action . . 


. Hitchcock’s new building, in suburban 
Wheaton, Ill., was open to near-by residents. Visitors were 
given a tour of the complete publishing facilities, with em- 


ployes acting as guides. The net result was that employe mor- 
ale was increased, expenses cut down, and staff members 
learned more about the organization as a whole. 


How to Open a New Building 


A new building is a fine opportunity to build 
community relations, but it can also serve as an economical 
way to build employe morale at the same time. 


By Bruce B. Howat 
Director of Marketing 
Hitchcock Publishing Co. 
Wheaton, Ill. 


Even as the red brick, glass and 
porcelainized blue steel curtain 
walls of our new office building 
began going up last summer, we 
knew that our new neighbors on 
the outskirts of Wheaton would be 
curious to know “what goes on 
here” and we began making plans 
then for the January open house 
program which we now look back 
on as a solid success. 

And, looking back, we realize 
that the success can be attributed 
not to lavishness or the number of 
dollars spent but to such elementary 
things as planning, publicity and— 
most important—the participation 
of our own personnel. 

Out of our experience I offer 
these suggestions to anyone who 
expects to have the responsibility 
for staging an open house program 
for a new building. 


Planning 


1. Visit the site often during 
construction . . Get to know the 
architect, the contractor and the 
superintendent in charge of con- 
struction. Learn everything you can 
about the building—unusual de- 


sign features, new materials being 
used, sources of supply. Ask ques- 
tions and make notes. 


2. Set target dates early .. 
From close association with the 
contractor you will know when 
completion is really likely. As soon 
as you have assurance from him, 
discuss your plans with manage- 
ment and set up a tentative sched- 
ule for your open house program. 


3. Think your program through 
- « Decide on your objectives and 
estimate your attendance. Then out- 
line a suggested program. And 
then, from that suggested program, 
make lists of all of the jobs which 
must be done, all of the equipment 
which must be procured and all of 
the special preparations which 
must be made. 


4. Appoint committees to han- 
dle each phase of the operation 
- - Insofar as possible, use your own 
people for every part of the pro- 
gram. (More on this later). Meet 
with each committee as far in ad- 
vance of the open house date as 
possible, outlining just what you 
want done, getting their sugges- 
tions and getting actual work 
started. 


5. Put everything in writing . . 
As soon as plans are formulated 


and committees are actually at 
work, give every employe an out- 
line of the plans (via your house 
organ, an inter-office memorandum 
or the company bulletin board). 
This is most important. Just put- 
ting the plan on paper (1) immedi- 
ately reserves the date in every em- 
ploye’s mind, (2) starts word-of- 
mouth publicity, (3) gives prestige 
to those selected to serve on the 
various committees, (4) impresses 
these committee members. with 
their responsibility, (5) lets man- 
agement know that things are real- 
ly being planned in advance and 
(6) gives you a checklist to work 
against as preparation continues. 


6. Make sure the building is in 
perfect shepe on the day of the 
open house .. We'll assume 
(though all too often it is not the 
case!) that construction is com- 
plete (and if it isn’t, try to stache 
all evidences of “work in progress” 
in one locked room!) Probably you 
will have been working in the new 
building for several weeks. Al- 
ready the newness will have worn 
off for your employes. A number 
of things, therefore, will demand 
your attention, such as (1) a 
thorough cleaning and waxing to 
restore that sparkle of newness, 
(2) fresh coats of paint for old 
file cabinets, desks, shelves, tables 
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—The Complete Current Issue 


New 1959 Edition 


it type 


IN SECONDS! 


Tens of thousands of artists, 
ad men, printers, editors and 
students have discovered the 
Haberule Visual Copy-Caster 
to be the simplest, fastest, most 
accurate copy-fitting tool ever 
devised. At art su stores 
or order direct... 10.00 


HABERULE 


BOX AR-245 + WILTON + CONN. 


ok PLASTIC DECALS! 


Tough, permanent, waterproof Vinyl Plastic 
— applied without water under all 
weather conditions. Write for free 
samples and estimate — TODAY! 


MULTI-COLOR PROCESS COMPANY 
317-25 SO. QUINCY + TULSA, OKLAHOMA 


SCREEN PROCESS 
CARDBOARD @® PAPER © METAL 
Write today for PRICE LIST 
RICHMOND SIGN COMPANY 


222 South Fifth Street 
Richmond, Virginia 
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Department Head 
Bob Spreckles tells 
visitors how Circula- 
tion handles 175,000 
names for seven 
publications. 


and other equipment which other- 
wise will not blend with the new 
furniture and equipment, (3) re- 
moving from bulletin boards all 
strictly internal communications, 
motley collections of “for sale” ads 
and the like—and replacing them, 
if possible, with “welcome” signs 
or displays of company promotion 
pieces or products, (4) getting each 
individual office and desk clean, 
(5) removing “cheesecake” calen- 
dars from shipping rooms or shop 
areas, and (6) making sure that 
parking is provided for and that, 
if necessary, signs direct visitors to 
the entrance you want them to 
use. 


Publicity 


1. Before construction starts 
provide your local news media with 
all details about the project, fur- 
nishing artist’s impressions to your 
newspapers. 


2. During construction prepare 
short news releases which give 
progress reports and describe im- 
portant or unusual construction 
steps. (An aerial view of construc- 
tion, a picture of a crane lifting 
air-conditioning equipment into 
place on the second floor and a pic- 
ture of bulldozers creating a two- 
acre artificial lake all proved to be 
good “in progress” stories material 
for us). 


3. As construction is completed 
send out stories which not only tell 
of your moving plans but also 
create a desire to “see what’s in- 


Salesman Guide 
Visitors get a glimpse 
at shop, with v.p. 
Jim Stewart telling 
the story. 


side” with interesting descriptions 
of the interior and of the things 
which will be going on inside, tell- 
ing especially about interesting 
equipment which will be used. 

Don’t overlook the possibility of 
working with your local newspaper 
on a special supplement. If such 
a supplement is well done, it can 
be a worthwhile venture for all 
concerned. For the newspaper it is 
a fine source of revenue—both from 
the advertising sold to sub-con- 
tractors and suppliers and from the 
extra copies which you and these 
suppliers buy to distribute; for the 
suppliers, it can be an effective 
promotion piece; and for you it is 
a climax to your publicity about 
the building—a perfect “advertise- 
ment” for your open house, an 
ideal mailing piece to be sent to 
customers and prospects who may 
never get to visit your building 
and a fine “souvenir” to give away 
at the open house itself. 


4. Invitations, of course, depend 
upon the nature of the open house. 
If the entire community is invited, 
news stories and ads in the local 
press suffice; if out-of-towners or 
special groups are to be your guests, 
letters and/or engraved or printed 
invitations should be sent. 


5. Welcome folders should be 
the final link in your publicity 
chain—and the first thing each vis- 
itor receives. We prepared a little 
eight-page folder which gives a 
brief history of our company, a list 
of key personnel (which included 
a feature which excited much fa- 
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Designer: George Giusti has 
been a free-lance designer 

for more than twenty years. 
During that time his work has 
won six gold medals and 
thirty other awards from the 
Art Directors Clubs of 

New York, Philadelphia and 
Chicago. And in 1958 he was 
named Art Director of 

the Year by the National 
Society of Art Directors. 


New York and Penn commissioned 
designer George Giusti 

to create this insert, and 

to incorporate in it practically 
all the demands on the 
printability of paper which 
could be encountered. See for 
yourself how faithfully 
Penn/Brite Offset has repro- 
duced each of his design 
elements... how well it passed 
his “torture test.” Penn/Brite 
Offset is the white, bright, 
value sheet that comes 

to you moisturized 

and double-wrapped 

Write for new, complimentary 
swatch book and the name 

of your nearest distributor 
New York & Pennsylvania Co., 
425 Park Avenue, 


New York 22, New York 


NEW YORK AND PENN Puip and Paper Manufacturers 





Linotypist Observed . . . Typesetting is 
an always fascinating process. Kids were 
thrilled to have a slug with their very 
own name on it. 


vorable comment: a Time-like in- 
dication of how each name should 
be pronounced), a brief description 
of our “products” and a dozen tiny 
pictures which managed to show 53 
of our 104 employes “at work” in 
various sections of our new build- 
ing. Such a folder, incidentally, can 
be used for several years—to give 
to all visitors. 


Participation 


Enthusiastic participation of your 
own personnel is the real key to 
a successful open house. I will take 
the warmth, enthusiasm and gen- 
uine interest of a company’s own 
people over the razzle-dazzle of 
professional models and the stereo- 
typed competence of professional 
caterers any day of the week and 
twice on the particular Saturday 
we had our open house. Here are 
some of the folks we used—in tasks 
you may want to consider for your 
open house: 


1. A greeter .. a pretty young 
lady who handed out our “wel- 
come” folders. 


2. A tour organizer . . the secre- 
tary to our president who could 
quickly spot VIPs and extend to 
them any appropriate special cour- 
tesies. 


3. Our receptionist..on duty to 
explain our new telephone appa- 
ratus and to aid in greeting visitors. 


4. Our salesmen .. who were our 
guides, taking groups of 15 to 20 
through the building in 25-minute 
tours. Our salesmen did a terrific 
job and many benefits are derived 
by using your salesmen in such ca- 
pacities. In the first place, they put 
your best foot forward, for they are 
probably your most personable peo- 
ple. Second, it makes them feel as if 


they are really part of the com- 
pany, a feeling easily lost in long 
weeks “on the road.” And third, it 
educates them, there being no bet- 
ter way for them to learn exactly 
what goes on at the home office 
than having to explain all the vari- 
ous functions to others. 


5. Department heads .. who 
were asked to be on duty in their 
departments to answer any ques- 
tions the salesman-guides needed 
help on. 


6. Hostesses .. to serve refresh- 
ments. We asked several of our 
women who had won reputations 
for being good hostesses and who 
had many friends in the commu- 
nity to “pour.” Whether you have 
a professional caterer or not, we 
recommend simple refreshments 
with an emphasis on an attractive 
table and use of your own people 
to serve. 


7. Kitchen help . . should be paid, 
but even here it is sometimes nicer 
to give that pay to someone in your 
own organization who can use an 
extra few dollars. 


8. Parking attendants . . should 
be on hand to direct traffic and 
guide people to the proper entrance. 


9. A counter .. who can be un- 
obtrusively stationed at some key 
point to check on the number of 
visitors. 


> Using your own people has many 
advantages: 


1. Morale is improved .. This 


Booth Visitors Take Tour 
Via Videotape Views 


A plant tour in a convention 
booth was featured via videotape by 
Udylite Corp., Warren, Mich., at 
the recent Industrial Finishing Ex- 
position at the Detroit Artillery 
Armory. 

The company furnished its ex- 
position booth with soft chairs and 
a theater-size tv screen to run a 
continuous showing of a 14%-hour 
plant tour televised by closed cir- 
cuit. 

After the tour, booth visitors 
were invited to personally visit the 
plant where a hospitality center was 
maintained during the exposition. 

According to Advertising Director 
Robert C. Trees, Udylite chose 
videotape instead of live closed- 
circuit because it was able to “pre- 
sent scenes from every corner of 
the sprawling factory and research 
center in a tight continuity — at a 


is the big advantage. Everyone gets 
into the act and feels that he or she 
is an important member of the 
team. It becomes “our” open house, 
not just a big extravaganza staged 
by management. Corsages for the 
women and boutonnieres for the 
men make open house duty some- 
thing more than “work,” conferring 
a bit of deserved prestige on those 
selected to take part. 


2. Preparation is better . . 
Knowing that he is going to have 
to show off his own department, 
each department head is anxious to 
get his house in order. 


3. Inter-department relations 
are improved .. Just in the prep- 
aration—the reading of the sug- 
gested tour patter, the discussions 
of tour plans—a realization that 
there are other departments and 
that they do do a little work is 
brought home to all in a fine way. 


4. It costs less, obviously, to use 
your own personnel, although this 
is decidedly the least of the advan- 
tages. And, forgetting the dollars 
(who can?), I think visitors are 
much more impressed by the readi- 
ly apparent warmth and enthusiasm 
of people who really know what 
they are talking about and are 
proud of what they do than by the 
aforementioned razzle dazzle of the 
“professionals.” 


> Good advance planning, ade- 
quate publicity and _ enthusiastic 
participation of your own personnel 
can make your open house a suc- 
cess, 44 


fraction the cost and time that the 
same continuity on film would re- 
quire — and with picture quality 
indistinguishable from live tv.” 
The majority of the videotaping 
was done on Giantview Television 
Network’s new mobile videotape 
recording studio. 44 
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Giving Away Diamonds . . . Two of the high school girls who gave away envelopes, 
one out of every fifty of which contained a real diamond, to be identified at a coop- 
erating jeweler. Some 16,000 people were attracted to the 19-block parade. 


By Mildred Weiler 


A dramatic cooperative sales pro- 
motion program, known as Down- 
town Diamond Day, produced 
heavy traffic and sales for the mer- 
chants of downtown St. Louis. 

Under the direction of Robert E. 
Cashin and Kenneth M. Cogge- 
shall, public relations counselors, 
the plan was first presented to the 
60 downtown merchants group on 
the basis of focusing attention on 
one business classification only .. . 
in this instance the retail jewelry 
trade in downtown St. Louis. 


> Thirteen jewelry stores assumed 
the cost of the event and presum- 
ably reaped the sales benefit. How- 
ever, as the result of the more than 
16,000 people who jammed the 
downtown streets for the event, 
other downtown merchants also 
benefitted. 

A restaurant, for instance, re- 
ported 700 more people were served 
in its establishments on Diamond 
Day than on the same day a year 
ago, despite the disappearance of 
several large office staffs from the 
downtown scene in this year’s in- 
terval. 

Eleven days after the event, one 
participating jeweler reported that 
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about 800 people, most of them 
new to his store, had come in so 
far, and that traceable sales had 
exceeded the store’s cash outlay for 
the Diamond Day event. 


> As a result of the Diamond Day 
promotion, which brought more 
people to downtown St. Louis than 
any promotion in years, similar 
promotions are planned, focused 
on one business category at a time, 
such as shoes, office furniture, etc., 
until all types of businesses repre- 
sented among the downtown mer- 
chants are covered. 

Each event will be based on the 
successful format of Diamond Day 
which included: 


showmanship 
music 

color 
movement 
beauty. 


The program, which was designed 
not only to bring traffic into the 
downtown area, but to specifically 
bring that traffic into the jewelry 
stores, was presented to the jew- 
elers just one month before the Di- 
amond Day event. 


> Each participating jeweler bought 
quantities of 3x5 envelopes on 


Building 


which this message appeared: “This 
Envelope May Contain a Genuine 
Diamond. Take it to the jeweler 
whose name appears on the back. 
He will be most happy to see you 
and to identify your stone for you. 
One envelope in every fifty con- 
tains a genuine diamond. Do come 
in, look around, and have your 
stone identified.” 

Each jeweler was responsible for 
the placement of at least one di- 
amond, nothing less than a 2-point, 
single-cut, in every 50 envelopes. 
In the other 49 he placed a brilliant 
or simulated diamond. After he 
stuffed the envelopes and had 
stamped his name and address on 
the back of each one, the envelopes 
were returned to the promotion 
office, for distribution on Diamond 
Day. 


> Based on the hit song, “Diamonds 
are a Girl’s Best Friend,” the pro- 
motion was launched in a diamond 
give-away parade in the downtown 
area at 12 noon. 

One hundred twenty five bus 
front ads appeared on transit buses 
serving the downtown area a week 
before the event. Two 20-second 
radio spots and six teaser ads also 
promoted the big give-away day. 
On the night before and the morn- 





Business with Diamonds 


Here’s how a group of downtown St. Louis 


merchants got together to boost traffic 


and to build business for everybody. 


ing of Diamond Day, quarter-page 
display ads also ran in the evening 
and morning dailies. 

Eight cars, including Lincoln and 
Mercury convertibles, a foreign 
sports car, and an armored money 
car, which carried the envelopes 
containing brilliants or diamonds, 
constituted the parade transporta- 
tion. 

A professional model, beautifully 
gowned and wearing latest jewelry, 
rode in each car. Accompanying 
each car, on foot, was a pretty high 
school girl and a male escort. The 
high school girl passed out the en- 
velopes. The male escort, a college 
student, served as protector of the 
girls from the eager crowds. This 
precautionary preparation proved to 
be necessary and important. 


> The armored money car added 
a touch of drama to the event. Run- 
ners, however, were able to make 
but two trips back to the armored 
car for more envelopes because the 
supply was so quickly depleted. 

A band playing the theme song, 
“Diamonds are a Girl’s’ Best 
Friend,” and other popular selec- 
tions, completed the parade. 


> Each participating jeweler re- 
ceived a memo from the promotion 


office, outlining suggestions for 
conversion of walk-ins as a result 
of the parade. 

Sales personnel were asked to be 
enthusiastic in extending congratu- 
lations if a walk-in presented an 
envelope which did contain a di- 
amond, 

If the walk-in presented an en- 
velope with a brilliant inside, the 
sales person was to be even more 
cordial and to avoid making the 
walk-in feel foolish when he 
learned he did not have a diamond. 

Each store manager was asked to 
plan in advance just what kind of 
discount or incentive he would of- 
fer to the mass of walk-ins who 
who had only a brilliant. 


Crowded Streets 

The cavalcade, with 
police escort, brass 
band and pretty girls, 
brought additional 
people downtown. 


> One jeweler instructed his clerks 
to give a $5 gift certificate, good 
for one year on any $20 purchase, 
to all walk-ins with brilliants. Re- 
sults were very satisfactory. 

Another instructed his staff to 
simply sell the walk-ins as they 
would any other prospect who 
walked in. The owner said he did 
not see the parade because at the 
time, he was busy completing the 
sale of a $40 watch to a walk-in 
who received his envelope as the 
parade moved along Washington, 
four blocks from the jeweler, and 
was inside the store by the time 
the parade reached the jeweler’s lo- 
cation. 

Jewelers who participated’ in only 
a limited degree, by buying only a 
few of the envelopes, cut their@wn 
sales in proportion. Those who put 
more into it reaped the benefits. 
However, one jeweler who over- 
bought had so many people in his 
store he was unable to handle the 
crowds. 

The program was originally cen- 
tered around stage-screen and_ tv 
celebrity Carol Channing who was 
appearing at a St. Louis supper 
club. 

Miss Channing, who made the 
promotion’s theme song famous, 
agreed to ride in the parade as the 
celebrity attraction. She was fitted 
by St. Louis couturier John Radael- 
li with a gown to be worn in the 
parade, and participating jewelers 
agreed to supply jewels to be worn. 
Miss Channing’s photograph also 
appeared in newspaper ads, 

At the eleventh hour, unfor- 
tunately, the plan had to be aban- 
doned when Miss Channing became 
ill. A model substituted for her and 
the car carried a sign announcing 
Miss Channing’s illness. 

Absence of the celebrity, how- 
ever, apparently did not cut: down 
attendance, nor were there’ any 
disgruntled comments of disap- 
pointment from walk-ins. Biggest 
incentive, it was learned, was the 
element of personal profit: to the in- 
dividual gained through his * par- 
ticipation in a single dramatic 
event. 44 
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GUARANTEED SALES BUOSTERD 


EXCITING LOW PRICES © SUPERB HIGH QUALITY! 


Norther 
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Good Housekeeping 
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World's Oldest and 
Largest Manufacturer of 
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Electric Blankets 
Feating Pads 


Norlhem deluxe FULLY AUTOMATIC ELECTRIC BLANKETS 


Deluxe throughout. Perfect for gift giving . . . 
the finest electric blanket on the market today. 
Made with luxurious, expensive Acrilan. Nylon 
binding guaranteed to outlast the blonket. 
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BUDGET 

PRICED 

ruuLY << 

AUTOMATIC “<< 

ELECTRIC BLANKETS 
Medium and economy grade blankets are 
Gvailable where price is important. Washable. 
@ Pastel colors in twin and double bed, single 
and dual control models ¢ Fully guaranteed. 


Northern ELECTRIC SOCKS 

Unique gift for sportsmen or sufferers from 
cold feet. ideal for hunters, skiers, ice fisher- 
men, football, hockey fans, and others ex- 
posed to cold weather. Fully guaranteed. 


Exclusive sonifresh BACTERIA RESISTANT 
bindings « Washable © Choice of 6 pastel 
colors © Twin and double bed, single and 
dual control models « Fully guaranteed. 


Northern DELUXE or 

BUDGET-PRICED HEATING PADS 
Finest selection of pads in Northern's 47 year 
history. 100% WETPROOF. Exclusive sani- 
fresh covers resist germs, odors, bacteria. 
Wide range of styles. Colorfully gift pack- 
aged @ Fully guaranteed. 


Northern FULLY AUTOMATIC 
ELECTRIC BED COVERINGS 


Portable—for home or travel. Operates 
exactly like an electric blanket. Washable. 
Lightweight, easy to carry in colorful zippered 
travel bag. Single and double bed models. 
Fully guaranteed. 
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Amenable Giant . . . 6x10’ exhibit de- 
signed by Hardware Mutuals folds 


easily into self-shipping case measuring 
76x35x12”. 


Giant Exhibit Panel 
Folds For Self-Shipping 


A large 6x10’ convention exhibit 
that folds down easily into a self- 
shipping unit has been developed 
by Hardware Mutuals, Stevens 
Point, Wis. 

The exhibit consists of five sep- 
arate panels which swing on full- 
length piano hinges permitting the 
display to fold down to final ship- 
ping dimensions of 76x35x12”. The 
unit is secured for shipping by a 
hasp and stake arrangement with 
heavy, rubber-covered wire run- 
ning through the hasps. Total ship- 
ping weight is 300 lbs. 

The company designed the unit 
to save crating time and shipping 
costs when routing the exhibit to 
offices around the country. 

Additional advantages of the ex- 
hibit include an approximate $300 
saving in construction costs and the 
lack of storage expense for shipping 
crates. 44 


Two New Exhibit Devices 
Offer Good Show Ideas 


The possibilities of “controlled 
sound” and “wireless microphones” 
for booth use have been introduced 
by Gardner, Robinson, Stierheim & 
Weis Inc., Pittsburgh. 

Controlled sound employs a 
sound lens system which delivers 
sound strictly within the limits of a 
booth in uniform volume from the 
speaker location to the end of the 
booth’s confines. 

The wireless microphone isa 
long-range “broadcast quality” mi- 
crophone that frees the speaker 
from dragging heavy cables. Booth 
visitors hear the speaker’s voice 
without any apparent transmitting 
device at a constant level of sound 
regardless of the speaker’s move- 
ments. 

Both techniques are described in 
a folder from GRS&W. 


+ + + for more details circle 921, page 139 





Successful Contest 


How to Run a 


An expert at running contests gives 
some suggestions on how to run yours, plus 
key points to watch with special care. 


By Cyril F. Draddy 
Bruce, Richards Corp. 
New York 


Company A ran a successful con- 
test and achieved its objectives. 
New consumers tried its products, 
and a certain percentage of them 
became steady users. Old customers 
were stimulated and remained old 
customers. The dealers were hap- 
py—the contest brought in store 
traffic and also resulted in corollary 
sales. The salesmen were delighted 
—they opened new outlets, got up 
point-of-purchase displays where 
they had been unsuccessful before, 
and wrote larger orders down the 
line. 

All in all, the results of the con- 
test were good. The public was 
left with a “nice” feeling about the 
product, the dealers felt the com- 
pany was aggressive, and the sales 
graph leveled off to a new plateau, 
higher than it had been before the 
contest. 


> The head of Company B, con- 
cerned by the showing of his com- 
petitor, directed his executives to 
run a contest. They did, but it did 
not prove as successful as the one 
Company A ran. 

What made the difference? Nei- 
ther company had ever run a con- 
test before. Assuming equal effi- 
ciency, business acumen and in- 
telligence on the part of the execu- 
tives and sales forces of both com- 
panies, why was one promotion 
successful and the other not? 


The answer is planning—and cor- 
rect planning can only come from 
experience. Company A had called 
on the assistance of an experienced 
contest management and judging 
organization—one familiar with the 
details, intricacies and problems 
involved in handling a mass-re- 
sponse consumer contest. Company 
B, unaware, had tried to “go it 
alone.” 


> Every year millions of people 
complete sentences, finish jingles or 
name objects with the hope of win- 
ning worthwhile prizes. Relatively 
few can win, but if a contest is 
well run, the objectives of the spon- 
sor—new customers and goodwill— 
can be achieved. 

What are the prerequisites for a 
successful contest? What will at- 
tract 3 million people instead of 
300,000? There are no hard and 
fast rules, each contest having its 
own unique problems requiring so- 
lutions fitted to them, based on con- 
test experience. But, generally 
speaking, there are three broad 
guides fundamental to all contests: 


1. Prizes should be generous and 
attractive to the tastes of the de- 
sired entrants. 


2. The subject should be easy to 
understand and the requirements 
uncomplicated to perform. 


3. The rules should be precise and 
understandable. 


In other words, the reward sought 
after must be worth the contestant’s 


effort in creating an entry. The con- 
test should be of a type which will 
evoke a spontaneous response. The 
rules must be concise, without com- 
plexity. The average contestant is 
not a puzzle fiend and is more like- 
ly to be attracted to a competition 
that requires common sense related 
to everyday living. 


> Probably the most important 
work in any successful contest is 
done before the contest is ever an- 
nounced to the public. A reputable 
judging organization can be of in- 
valuable help at this stage in avoid- 
ing some of the pitfalls. 

When an idea for a contest is be- 
ing conceived, and its plans are be- 
ing worked out, precautions must 
be taken to avoid any future litiga- 
tion for the sponsor. Although it is 
comforting to win any lawsuit 
which may result, it is certainly 
better to avoid any such needless 
expense, and more importantly, the 
negative publicity and illwill that 
may result. Litigation should not 
occur if a contest is well planned 
and run, and the sponsor is proper- 
ly advised. 

For example: Today, with the 
growing popularity of the “sweep- 
stakes” promotion, care must be 
exercised not to violate the Fed- 
eral and state laws concerning lot- 
teries. (In fact, in promoting any 
type of contest, the same care must 
be exercised to be sure that it does 
not infringe into this area.) Fa- 
miliarity with United States postal 
laws and regulations governing lot- 
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LEVELS 


Ideal for Anniversary, 
Christmas or other 
Business Gift Occasions! 


A handy 4-inch level in Ebony 
Anodized Aluminum. Has hun- 
dreds of uses. Easy to mail or 
to present as souvenirs at open- 
house occasions. Company name 
can be stamped or engraved if 
desired. It’s a unique, precision- 
made gift item. Write for quan- 
tity prices and full details. 
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teries, and intimate knowledge of 


| state legislation and enforcement of 


lottery statutes, is of vital consider- 


| ation here. 


> Following are a few basic rules, 
which if followed, should minimize 
the possibilities of any legal en- 
tanglements, either with the law, or 


| with the public: 


1. Do state rules completely. Leave 
nothing to guesswork in the con- 
testant’s mind. 


2. Do adhere strictly to these an- 


| nounced rules. A reputable judging 
| organization will make sure that 


they are followed throughout the 
course of the judging. 


| 3. Do extend equal opportunity to 
| all contestants. 


4. Don’t run a lottery. A general 
rule-of-thumb is that there is no 
lottery unless all three elements of 
prize, consideration and chance are 
present in the promotion. 


| S. Don’t permit advertising matter 
| to misrepresent any material fact 


directly, by implication, or by con- 
cealment. 


6. Don’t use “come-on” tactics to 
attract unqualified contestants. 


> Snags may also occur as a by- 
product of non-conformity with 
technical rules. The prime factors 
which should be incorporated in all 
contest advertising are: 


1. Closing date or dates. 

2. Entry requirements. 

3. Eligibility. 

4. Address to which entry must be 
sent. 

5. List of prizes. 

6. Provision for ties. 

7. Exact order of awards. 

8. Method of judging. 

8. How winners will be announced. 


> In the final analysis, it is often 
the judging service which can make 
or break a contest. Such problems 
as “ghost-written” entries from 
professionals, plagiarized entries, 
“pressure” letters, and_ entries 
mailed at the same time from two 
respondents who have submitted 
the same jingle, can plunge the 
sponsor into a maze of unpleasant 
complications. Only trained judges, 
through long experience, can know 
how to look for these and how to 
recognize them. 

As stated above, an equal oppor- 
tunity to win must be extended to 
every entrant. It is easy to see that 
only scientifically-developed pro- 
cedures and their execution can 
make this a reality, when judging 
a mass-response consumer contest 


Ayreon 
While you're in Evrope on our travel 
award, look for a good plant location 


involving hundreds of thousands of 
entries. 

In a “sweepstakes” promotion, 
where no element of skill is in- 
volved, and only chance prevails, 
these procedures must be designed 
to give the fullest possible play to 
the laws of probability, and insure 
true, scientifically random selec- 
tion. 

In “skill” contests, these pro- 
cedures must guarantee that each 
and every single entry is read and 
judged. And that, from here on, en- 
tries pass through a process of eval- 
uation, being eliminated or passing 
on to the next higher level accord- 
ing to a single set of standards. By 
the time the final stage is reached, 
the prize-winners' should have 
passed through a series of several 
careful screenings: preliminary 
judging through final executive 
judging. 

Judges should be permitted to 
read for only a few hours at a time. 
This will eliminate fatigue and thus 
proper perspective will be retained 
throughout the entire operation. 


> The first step is to check for 
proof-of-purchase (or “reasonable 
facsimile”), for complete name, 
street address, city and state. The 
entries must be legible and post- 
marked within the prescribed date 
limit. Those entries not adhering to 
the rules are automatically dis- 
qualified. Extraneous matter not re- 
lating to the contest is immediately 
forwarded to the sponsor. Many re- 
spondents write in to ask questions 
about entering the contest, or ques- 
tions concerning it—necessary lit- 
erature is sent to them by return 
mail. 

Succeeding steps eliminate or 
qualify entries by a pre-determined 
set of judging standards, which have 
been set up in accordance with the 





particular requirements of the spe- 
cific contest. Usually a point system 
is used. 

For example, in a_ hypothetical 
contest, the entries might be judged 
as follows: 

Originality 25 points 
Humor 2 * 
Point of product superiority 20 
Lucidity 10 
Rhythm 10 
Literary expression ae 
Alliteration 5 

5” 


Follow through 


Total 100 points 

Finally, a group of potential win- 
ners is ready for a last analysis and 
rating. These surviving entries are 
coded and the information thereon 
is transcribed to cards, each card 
being coded to correspond with the 
original entry. Names and addresses 
are omitted from the cards. Thus 
a name, geographical location, or 
fancy artwork can carry no in- 
fluence. Decisions will be made 
strictly on merit, 

From this group the prize-win- 
ners are selected and rated in order 
of merit. The prizes will be awarded 
in this same order. More winners 


Expensive look, low price, 


| 
universal demand! 


NEW  AROUND-THE-CLOCK”™ 
PLATTER by INLAND GLASS 


jum 
Spark your premlu 
this distinctive new — 
designed in black, white, 4 


are selected than are needed, in 
case investigation should eliminate 
some names from the list. Winners 
are investigated, and finally, the 
prize-winners are notified. 


> This article is necessarily a brief 
outline of the pre-planning and 
judging of a contest, but enough 
has been summarized to indicate 
that there are no mysteries in- 
volved. Like any sound business 
venture, its success depends upon 
experience and specialized know- 
how—the shortest distance between 
objective and fulfillment. 44 


Matchless Matchbook Idea 
Lights Premium Scene 


A new line of games in giant-size 
Matchless Matchbooks, introduced 
by Lion Match Co., Long Island 
City, N.Y., presents interesting pos- 
sibilities for self-liquidating or low- 
cost premiums. 

Manufactured by Ed-U-Cards 
Mfg. Co., the games are packaged in 
matchbooks approximately 4x34” 
in size for convenient carrying, 
counter-stacking or mailing. 

Included in the line are Matchless 
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karat gold fired into heat-resistant 


glass for permanent beau 
15-inch size is perfe 
fast bacon and eggs; 
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four 4-hour can 
SPECIAL OFFER! Mail coupon 
for actual sample of set at 
50% off retail price. 
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Products 


IDEA! 


Use Inland’s platter 
to sample foods in 
stores or to glam- 
orize food display 
in windows and 


counters. 


Premium Division 
825 26th Street 


La Grange Park, Illinois 
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CLUB ALUMINUM PRODUCTS CO., Premium Div., 825—26th St., La Grange Park, Ill. 

 (_] Please send complete information on items circled: A B C D E 
( Attached to enclosed business letterhead is check for. 
50% of retail price for the following samples (state key letters and sizes): 


Matchbook Games of Tic-Tac-Toe, 
puzzles, dominoes, horse races, 
magic tricks, bowling games, a 
horse-race dice game, etc. 

List price of each game is 10c 
each. Additional information is 
available from the Lion Match Co., 
11-49 44th Road, Long Island City 
i, N.Y. 44 


Emergency Checkbook 
Promotes Bank Services 


A new twist to the “matchbook 
package” is the Emergency Check- 
book folder for commercial bank 
use designed by The Lipette Co., 
Natick, Mass. 

The high gloss white Kromekote 
folder is approximately 3x3” and 
contains three folded bank-im- 
printed checks for customer emer- 
gency use. When opened, the inside 
spread of the folder contains a space 
for recording the check and a list of 
bank services. 

Prices range from 7c per check- 
book in lots of 1,000, to 4c each for 
lots of 10,000. This includes 10 lines 
of ad copy in blue ink. 

The Lipette Line is handled by 
advertising specialty distributors. 44 


PREMIUMS? 


(B) 

Club Aluminum 
“Holiday” Cookware 
Set with Stainless 
Porcelain Finish 
Retail $29.95 


Club Aluminum 
“Hammercroft” 
Cookware Set 
Retail $22.95 


“Around-the-Clock” 
Casserole, single 2-qt., $5 
(twin 2-qt.), $9 

(single 1-qt.), $4 

(twin 1-qt.) $7 


(E) 

Inland 
“Around-the-Clock” 
Carafe, 

8-cup Retail $5 
12-cup $6 


covering 
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1 4 Contest for> 
Better Kitchens 


To promote the sales of appliances, 
an Oklahoma chain sponsors an annual 
kitchen improvement contest. 


In its kitchen improvement pa- 
rade contest, Oklahoma Tire & Sup- 
ply Co. has developed a promotion 
with a rifle aim and a shotgun 
effect. 

The promotion is aimed at any 
family in Oklahoma, and prizes are 
awarded for kitchens which have 
shown, over a six-month period, 
the most improvement. 

For contest purposes, the state 
was divided into five districts, and 
each entry fell into one of four 
categories: new home on 20 acres 
or more; new home on less than 20 
acres; older homes on 20 acres or 
more; older homes on less than 20 
acres. Scoring for the new home 
categories is based on improvement 
as compared with the kitchen in 
the home previously occupied by 
the family. 


> The prizes are merchandise, re- 
deemable in any of Otasco’s 121 re- 
tail stores throughout Oklahoma. 
Entrants, of course, are natural 
prospects for appliances and house- 
wares, and in addition, as Irving 
Fenster, sales promotion manager, 
points out, “Entrants in the contest 
are usually community leaders. 
Their interest in kitchen improve- 
ment is contagious.” As supporting 
evidence, the state extension service 
reports that during the last three 
years, 28,023 families, not counting 
contest entrants, have improved 
their kitchens and laundries. 

In addition to Otasco, the contest 
is sponsored by KVOO, Tulsa radio 
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and television station, which has a 
progressive farm program, and the 
Oklahoma State Extension Service, 
which considers it part of its home 
improvement program. 


> The extension service sets up the 
rules and selects the winners. En- 
trants are scored on improvement 
in arrangement and work centers, 
storage, furniture and equipment, 
lighting, ventilation and heating, 
wiring, water supply and sanita- 
tion, and backgrounds and furnish- 
ings. 

The service also helps to pub- 
licize the contest, using its Okla- 
home Extension News, which goes 
monthly into 80,000 homes. It also 
supplies news releases to county 
home demonstration agents, who 
work with the program. 

Support is given this effort by 
Otasco, through a program of sup- 
plementary prizes to the 15 top 
counties. These awards, made to 
the county home demonstration 
council, are based on the number 
of entrants and scores of the five 
highest county entrants. 


> Promotion starts in the spring, to 
get entries submitted by the clos- 
ing date of May 1. The entrants 
have until October 31, the closing 
date of the contest, to make the im- 
provements to their kitchen. 

Prizes are awarded the follow- 
ing spring. The presentation is made 
at a recognition luncheon in Tulsa, 
to which are invited all county 


winners, county home demonstra- 
tion club presidents, county agents, 
and extension service contest work- 
ers. Jointly sponsored by KVOO 
and Otasco, the featured speaker 
in 1959 was Mrs. Rose Bratton, Mc- 
Calls’ sales promotion editor, who 
reported on the Second Annual 
Congress on Better Living. Exten- 
sion service members showed slides 
of award winning kitchens, and, of 
course, the awards were made. 

Also on the award program was 
a coffee session sponsored by 
KVOO’s farm department. The Tul- 
sa Home Builders Assn. and the lo- 
cal gas and electric companies ar- 
ranged a tour of Tulsa kitchens for 
the guests. 


> Otasco does not consider this a 
direct selling promotion. According 
to Mr. Fenster, the company “be- 
lieves merchandise is sold by com- 
petitive pricing and service, but, of 
course, to sell we have to get cus- 
tomers into our stores. This promo- 
tion makes Oklahoma Otasco-con- 
scious.” 

To build the stores as part of the 
promotion, Mr. Fenster keeps deal- 
ers fully informed. They are given 
full information, both to help them 
get local publicity and to assist con- 
testants who may come into the 
store for help or advice. The prizes, 
too, are handled through the stores, 
for the letter of announcement is 
used as a letter of credit. The win- 
ners merely take the letters into 
the most convenient store and use 
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them to pay for the purchases they 
want to make. 


e = * * 
> While it is impossible to figure 
the dollars and cents value of such 
a promotion, no business objects (A 


to getting letters like these, which No.l LOWER CASE No.11I2 CAPS 
flow into the office after each rec- 


aaron ALPHABETS ‘with. 0 modem tain 


Your company is doing a won- No.1024 CAPS No.1025 LOWER CASE 
derful thing in promoting bet- 


ter living practices. WYZZa ke OW lower. Che ¥ numb. 


We feel that you at Oklahoma No. 2000 COMPLETE 
Tire & Supply Co. can be 


the grown of Oushoms.” | Complete Alphabets On Aectate Shoots 


We received a $60 merchan- No. 2005 COMPLETE 
dise certificate from your firm. 


We called at your Sapulpa C‘odte C3 KJ [IY * | 
outlet and were very cour- peumred- QW ! 
teously treated. 
No. 1011 fe 
This is the kind of mail every io. LOWER CASE No.1012 CAPS 
company likes to get! 44 Use in catalogs, booklets, ads, artwork 
No. 3000 COMPLETE 


Get FREE catalog at Art Supply Store or write 
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New Specialty Idea Minneapolis 1, Minnesota 


"THIS ENTIRE AD SET IN QUILLO: 
The trouble with a credit card, 


outside of the monthly bill, is that PN AT TINT Te HAND LETTERED 
it sometimes gets lost or stolen. To eaias eiieash ALPHABETS 
overcome some of the grief, a new 

specialty, “The Credit Card Rec- 
ord,” has been introduced by the 
Hickey Murphy Div., James Gray 
Inc., New York. Sa a Tn aa 

The item consists of a simple 
wallet-sized folder with space for i ES Ve ree 


all the names and account num- Gifts - Incentive Programs 
bers of any credit cards held by 


the executive. This, kept on per- J Prize Awards 
manent file in a safe place, will 
give the recipient all the informa- 
tion he needs to cancel the missing ’ 
card and obtain a new one. 

Designed primarily for the Knott g Ask for ovr 
Hotels Corp., the folder has a cer- IMPRINT 450 Page 
tificate-type cover available for im- wholesale 


printing. | MAY HALAS | MRC) 





Complete information is available ee Over 8000 
from the Hickey Murphy Division, rene 


James Gray Inc., 216 E. 45th St., L U M i N oO U Ss | 
New York 17. 44 ‘ 
Star Glo Balloons apres. 


Another Eagle First. These Many firms depend on us because we 

New Giveaway Slips User “Star Glo” balloons are avail- help Sales & Promotion Managers, 
able in brilliant assorted col- gives en ie a 

Quick Tips on Tipping ors. Ideal for drawing atten- e 7. 


tion to your sales message. executives. 
A new giveaway item, designed Here’s something brand new 


to provide the user with a sense of in advertising balloons. Vou osfet the Heme=cene os your 
security against tip-sneering bell- order—we will ship as you direct. 
boys, barbers, and the like, has Also available in - 
been introduced by Web Produc- regular colors Write for catalog an 


i ; i ; Imprinted balloons in standard 
tions, New York. It is available with coloas Gotaiel tome. Soatlia complete information 
imprint. tions are also available. Sample 


A caer pit “ile cd” Ts folders and price lists available 4A AY & 4 A L AS 


on Tipping is endorsed by America’s Division of Chicago Bears Football Club Inc. 


a q ~~ on ae Eagle RUBBER Cco., INC. 233 W. Madison St. 
Amy Vanderbilt. uip wi ASHLAND, OHIO —Dept 
this handy item, the timid tipper ene Ses 
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New! Unique! 


PICTURE WORLD 
ENCYCLOPEDIA 


REVOLUTIONARY NEW KIND 
OF ENCYCLOPEDIA. A 
TREASURE-HOUSE OF FACTS 
. . » PRESENTED IN COMIC 
BOOK STYLE 

PARENTS KNOW what their 
children want... snap up this 
terrific new premium at record 


speed ... AND WE CAN PROVE 
Lt 


Fer young folks 6 to oe 

12 fascinating volume 

Completely up-to-date "ii all informa- 
tien. 

6000 full color pictures 

2304 pages excitingly and factually 
written. 

Highly educational — recommended 
by teachers and parents. 


WONDERFUL SELF-LIQUIDATOR 


Allows widest flexibility of plans — can be 
sold as self-liquidator from 10c to 50c... 
to fit YOUR requirements. 


AVAILABLE IN MOST FIELDS 


Exclusive for super markets now held by 
major soap products manufacturer. OTHER 
FIELDS OPEN. Item heavily promoted in 
TV, magazines, newspapers, point-of-sale. 
There's a ready market waiting for you! 


IDEAL FOR BUILDING REPEAT SALES 


Released in 12 or more consecutive vol- 
umes ... creates an irresistible demand to 
COME BACK FOR YOUR PRODUCT again 


and again and again! 


DON'T MISS THIS OPPORTUNITY 
—SEND COUPON FOR FREE SAMPLE 
TODAY 

i —_—_— 

| Werld Picture Sales, Dept. AR 

| 5 Beekman Street, New York, N.Y. 
| BArclay 7-9115 


| mutase RUSH MY sample copy of the 
j Picture Werld Encyclopedia! 


i cicshiviiidnssidhhcaladinicinsgeaiantnaibedlih tony emp dainican cial 
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Tips on Tipping . . . New giveaway item, 
introduced by Web Productions, guides 
user through maze of American tipping. 


can now judge the proper tip by 
quickly sliding the card to the pro- 
fession to be tipped. 

If the person tipped doesn’t seem 
satisfied the challenged tipper can— 
depending upon his personality— 
share his card-findings, or simply 
glare back. 

For situations not neatly fitting 
into the ordinary, Miss Vanderbilt 
—well-known author and news- 
paper columnist—adds the follow- 
ing soothing suggestions: 

“If you believe the service has 
been deliberately bad—in effect, no 
service at all—and if you have the 
courage to do so, leave no tip. But 
when service has been extraordi- 
nary, it would not be amiss to add 
something extra to the ordinary 
tip.” 

Samples of “Tips on Tipping” are 
available. 

« fer more details circle 901, page 139 


Goodren Specialty Doubles 
In P-O-P Display Use 


A new specialty idea featuring a 
glass-bulb thermometer attached to 
a pressure-sensitive backed, clear 
plastic card has been produced by 
Goodren Products Corp., Engle- 
wood, N. J. 

Featuring a two-edged practical- 
ity, the Goodren unit combines the 
features of both the specialty and 
the point-of-purchase display item. 
It is produced on a rigid plastic, 
adheres to any flat surface, includ- 
ing glass, can be wiped clean, and 
is moisture resistant. 

The glass-bulb thermometer is 
guaranteed accurate within 2 de- 
grees. It varies in size from 2%” to 


5” in length according to the size 
ecard ordered. Cards are reverse 
printed to specification in from two 
to six colors including gold and 
silver. 

- for more details circle 902, page 139 


Club of The Month Idea 
Offers Practical Fun 


Practicality plus humor have 
been neatly combined in the “Club 
of The Month Club” specialty pro- 
gram offered by the Curtis Adver- 
tising Specialty Co., Pittsburgh. 

A monthly mailing program de- 
signed to aid the supplier in keep- 
ing up regular contact with cus- 
tomers, the “Club of The Month 
Club” sends each person enrolled 
by the supplier a memo pad glued 
into a membership card holder. The 
club cards vary from month to 
month, and include membership in 
such rare groups as: 


© The League to Discourage Put- 
ting Parsley on Plates 


@ Association of Fine Print Readers 
® Reluctant Holiday Shoppers 


@ The “You Don’t Have to be Crazy 
to Work Here But it Helps a Lot” 
Club 


The back of each membership 
card states the club’s philosophy, 
rules and aids to the members. Also 
included is a “thought for the 
month” and a yearly calendar. A 
monthly calendar is printed on the 
front card. 

Average cost of Club of The 
Month Club is 274%4c per name, per 
month. This includes a membership 
wallet for pad and club card, recipi- 
ent’s personalization, client’s adver- 
tising copy on the front of the fold- 
er, postage, handling and mailing. 
Advertising copy can be changed 
and enclosures added with the 
mailing. 

+ for more details circle 903, page 139 


Here comes the premium now! 
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Design and Color 
Cure for a Sich Image 


Your corporate image can 
play an important role, if 
you give it half a chance. 
Here a designer outlines 
some of the work it can do, 
and what you must do to 
give it the proper power. 


By David King Marshall 
President, Marshall Press Inc. 
New York City 


How can design, including the 
knowledgeable use of color, have 
therapeutic value to your company? 
How can it give increased vigor to 
all your selling and promotional ac- 
tivities? These are good questions; 
there are good, hard-headed an- 
swers. 

Unless you have used a compe- 
tent industrial designer within the 
last decade to redesign your trade- 
mark or “corporate image,” there 
probably exists an opportunity to 


strengthen your corporate position 
in the public’s mind — an oppor- 
tunity in the “little acorn, great 
oak” tradition. 


> Nothing in your company’s corre- 
spondence, promotion and public 
relations activities is repeated more 
often than its “corporate image” — 
set in quotes because here the words 
are to be given their broadest mean- 
ing. This statement can be contra- 
dicted by the person who follows 
the copy book definition of a cor- 
porate image as meaning merely a 
trademark. But even without a 
trademark, the very absence of a 
focusing device — a designed cor- 
porate image — influences the total 
impression made by your company. 

You can change the situation for 
the better by adopting a good design 
for a new corporate image, and re- 
producing and using it through all 
possible media. 


> Good designs “speak” to people, 
whether they are expressed in archi- 


tecture, clothing, machine tools or a 
corporate image. We have all been 
influenced by design, and rightly so. 

The visitor who has the audacity 
to send in a poorly printed business 
card which tells us nothing offends 
our sensibilities and earns our curt 
refusal to see him: A completely dif- 
ferent business card arouses our re- 
spect, curiosity and interest. Its de- 
sign abets the work of the man it 
represents, helping him over the 
first hurdle. 

If the company name is new to us, 
we get a slight “feeling” about it 
even before the representative gets 
to our desk. On the other hand, if 
the card reproduces a globe sur- 
printed with three capital letters, 
we recognize that the caller is from 
International Business Machines 
before the card-bearing secretary 
reaches our desk. The design, in 
either case, does not sell us, but it 
can very well afford the representa- 
tive an opportunity to do so. 

At the retail level, design does 
sell. It has been established that 


Layout & Typography * 8&9 





says Mr. Armand Choiniere, Purchasing Agent 
AMERICAN OPTICAL COMPANY 


American Optical Company wanted a very attractive looking and 

long wearing 3-ring binder for their price list. They selected the 
custom-made NBB binder shown above. For your Manual, Price List 
or Catalog we offer (1) a wide choice of colorful, virgin plastic cover 
materials as well as all conventional materials (2) a variety of decorative 
treatments: 3-dimensional applique, silk screening, embossing, 
stamping. Our representative can show you the many possibilities and 
will submit cover designs for your approval. Send coupon. 


Seeeeeeeeeeeeeeeeeeeeeeeeeeseeseeeeeeeseeeseeeeeneeeeeeese 


a U NATIONAL BLANK Book COMPANY 


Dept. 1009, Holyoke, Massachusetts 


Please send your National Binder folder to help me plan a custom-made cover [} 
Have your representative call [1] 


~ MORB. . . PAT... cc ccccccscccessegevvcce 
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massed shelf displays in a super- 
market actually induce a state of 
hypnosis in all but a meager per- 
centage of shoppers. If the influence 
of a single business card or letter- 
head is less dramatic, the supermar- 
ket experience at least fortifies the 
claim for design’s influence. 


> It is the industrial designer’s job 
to bring many factors and a wide 
range of knowledge to bear on the 
problem of creating your corporate 
image. It is the rare genius who can 
spend his life at a drawing board 
and create a corporate image that 
will answer your requirements. 
Why? Because a corporate image, 
rather than being “mere design” is 
deliberate design. The arrangement 
of its elements and its coloration 
must be such that the completed de- 
sign will work. 

The industrial designer must be 
creative without being the denizen 
of an ivory tower. He must know 
not only what “looks good,” but 
what various elements of design and 
different colors will signify to the 
viewer. 

When the well-proportioned, 
characteristic and memorable cor- 
porate image has progressed from 
idea to reality, it will go to work for 
you in many ways, in many places. 
It will become a member of the 
team, representative of the entire 
team — a rallying point for your 
personnel, a focal point for your 
audience: your customers and pros- 
pects. 


> A corporate image is a design 
which, through association and rep- 
etition, comes to represent a cor- 
poration to the public. Its elements 
are design and color. 

It is as important as your need to 
stand against competition, as impor- 
tant as your need to maintain and 
enhance your market position. 

Also of prime importance is the 
need for individuality in a corporate 
image so that confusion of identity 
is avoided. A corporate image loses 
in effectiveness as the possibility of 
mistaken identity increases. A sec- 
ond ever-present danger to effec- 
tiveness is lack of memorable char- 
acteristics, a quality which can be 
called “strength of design.” 

The importance of a corporate 
image’s role increases with your us- 
age of it, matched by recognition op 
the part of your “audience.” 


> Ideally, to develop a corporate 
image, a competent industrial de- 
signer consults with management at 
policy level. At the conference, the 
desired effect to be attained is es- 
tablished. 

The designer takes into account 





such influencing elements as 


© Previous corporate images and 
trademarks. 


© The corporation’s history. 


e “Audience” — customers, pros- 
pects, general public. 


©@ End uses and end users. 

From the conference decisions 
and a review of numerous influenc- 
ing elements such as those listed, 
the industrial designer creates sev- 
eral specimen corporate images. His 
work is to create a design of indi- 
vidual character complying with 
the conference decision while dis- 
playing originality and adaptability. 


> A corporate image, being a design, 
can be totally expressive — that is, 
expressive in its entirety: shape, 
color, design, lettering. Every ele- 
ment is a working element, hence 
the phrase “totally expressive.” 

One corporate image can be 
strong and masculine, another dain- 
ty and feminine, a third suggestive 
of age and solidity, a fourth mod- 
ern and advanced, while still an- 
other may be completely lacking in 
any memorable characteristics. 

Similarly, color can add to the 
total character of the corporate im- 
age. It will add strength or delicacy; 
it can call for immediate attention 
or add quiet depth and dignity. 
Through its corporate image, your 
company can give a repeated im- 
pression of strength, modernity, 
femininity, newness, age, pleasant- 
ness, hygienic cleanliness — a char- 
acteristic or combination of com- 
patible characteristics that you want 
people to associate with your com- 
pany. 

The variations on basic charac- 
teristics of corporate image are un- 
limited. 


> The properly conceived corporate 
image is both adaptable and hard- 
working. Its uses are limited only 
by the means and places for repro- 
duction. 

Corporate images “work” most 
frequently on letterheads, envelopes, 
business cards and business forms, 
in space advertising and advertise- 
ments on posters and television and 
at the point of sale. They are re- 
produced on boxes, cartons and 
sealing tape, on buildings, trucks, 
products, labels; in house organs 
and booklets, on press releases, book 
matches and advertising novelties. 
Railroad cars, smokestacks and the 
sides of buildings are frequently 
media for the corporate image. In- 
dividual businesses offer special op- 
portunities — a bank’s check books, 
pass books, statements and lobby 
signs, a retail store’s bags, boxes 
and wrapping paper are good ex- 
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SUPER MARKETS 


/f you've seen these in R.O.P. color, 
you've seen the quality -results of 


PROGRESS R.0.P. Color Mats 


These, and other leading advertisers, are getting 
superior shrinkage-resistance and superior register- 
preservation with Progress R.O.P. Color Mats... 
and at a cost far below the cost of most other R.O.P. 


mats, regardless of quality. Phone or write us now 
for more information. 


PROGRESS PLATE MAKING COMPANY 


913-23 Filbert Street, Philadeiphia 7, Pa. WaAlnut 2-0447 


994, 
Ee 
(o* 
The PROGRESS - HANSON - PROGRESSIVE Group 


One of America's Most Complete Graphic Arts Organizations 


PROGRESS Plate Making Company = HANSON Electrotype Company | PROGRESSIVE Composition Company 
923 Filbert Street, Phila. 7 ' Sth & Sansom Streets, Phila. 7 Sth & Sansom Streets, Phila. 7 
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“Fotosetter / Warwick Typography" 


MIDGET MAKES MAN-SIZE IMPRESSION 


Say a lot in a little space. 

Say all you want to say... in just 

the right way. For mail order ads, labels, 
documents consult Warwick first. 
Discover how well it can be said. 

Y No Size Limit—Here type is tempered to fit 
your layout. 4, 5, 6—any point size—is possible 
including those in-between sizes. 

Y Unlimited Type Selection—All Fotosetter faces 
are yours to use—in any legible size you choose. 

VY Super Sharp—Letter perfect to a gnat’s-hair serif. 
The most perfect Photo-Repro proofs available. 


Y Space Saving—Special Fotosetter character design 
packs more copy in a given space. Up to 33% more. 


Send for Free Photographic Type Book 


Big 12”x 93s” working manual. Contains all Fotosetter 
faces plus Headliners and Flexset samples. Your 
letterhead request brings it to you at no obligation. 
Write Dept. SB-40 today! 


Warwick TYPOGRAPHERS, Ine. 


920 WASHINGTON AVE. « ST. LOUIS 1, MO. « PHONE CENTRAL 1-9210 
OVERNIGHT SERVICE BY AIR... RIGHT TO YOUR DESK 
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amples of individualized “working” 
applications. 

Means of reproducing the corpo- 
rate image include letterpress, offset 
and gravure printing, engraving, 
embossing, screen process, painting, 
decalcomanias, even needle and 
thread, as with oil companies that 
provide emblazoned uniforms for 
service station personnel. 


> A corporate image comes to rep- 
resent your company to your audi- 
ence and to the public through rep- 
etition and association. In other 
words, the design does not do its 
job “solo,” but in consort with other 
characteristics of your company. It 
becomes symbolic of them, and they 
of it. 

Probably the century’s outstand- 
ing example of a symbol gaining its 
significance from its association is 
the swastika of Nazi Germany. Prior 
to Hitler, the swastika design was 
independently developed in several 
parts of the world. It was generally 
recognized in the United States as 
an American Indian design fre- 
quently found on Indian-made 
jewelry and blankets. 

In other parts of the world the 
swastika was a sign of help and 
nurture; it was “the Good Samari- 
tan” of symbols. Yet so strong was 
the influence of Hitler Germany on 
“audience reaction” to the design 
that New Yorkers petitioned to 
have Cornell Medical Center use- 
lessly spend thousands of dollars to 
remove the brick swastika from its 
towering smokestack. The former 
sign of help and healing, so -»pro- 
priate when Cornell Medical Center 
was built, was colorfully referred 
to as “the tortured cross” — a com- 
plete about-face of imagery due to 
association! 

If the swastika reference over- 
states the average corporate image 
experience, it is nevertheless highly 
significant as an indication of the 
two-way influence of association. A 
benign example is the symbol of the 
Red Cross: the symbol is totally 
representative of the organization; 
the organization’s werk has given 
meaning to the symbol. 


> The benefits of a properly con- 
ceived and executed corporate 
image are numerous, including 
“fringe benefits’ which are fre- 
quent dividends over and above the 
original purpose of the design. 


1. A corporate image, given broad 
distribution through all available 


channels, presents a reminder of 
your company over and over again, 
millions of times a year. 


2. A corporate image can represent 
the character of your company. 





3. It can indicate product line or 
application. 


4. It can spark, or be integrated 
with, your advertising theme. 


5. It can serve as the central theme 
for sales meetings and for an ac- 
celerated sales re-training program. 


6. It can help commemorate an an- 
niversary, a change in management 
or expansion of a corporation. 


7. It can be the focal point of a 
“new look” coincidental with 
changes in company policy or di- 
versification. 


8. It can impress employes—par- 
ticularly the sales force—with your 
company’s progressive attitude to- 
ward maintaining a “contemporary” 
position in the market. 


8. It can perform a far-reaching 
public relations function by inviting 
a friendly attitude on the part of 
its total audience. 


10. It can increase and quicken 
recognition of your company’s prod- 
ucts and/or retail locations. 


> The final function is probably the 
most important in terms of direct 
benefits to your company. The first 
and second jobs (reminder and 
representing the company’s char- 
acter) complete the trio of reasons 
usually weighed most carefully by 
decision level management in dis- 
cussing a new corporate image. The 
balance of the functions are bo- 
nuses, some or all of which may be 
realized by your company if you 
so wish. 

The corporate image—a concept 
creatively designed to perform the 
job you want done—can do it com- 
pletely within its own _ sphere 
through millions of repeat impres- 
sions and in many areas, for years 
to come. It can become one of your 
hardest working business allies. 44 


Type Trends... 


Foundries Add New 
Faces To Old Families 


New members of old families 
have arrived on the typeface scene 
and several foundries are offering 
brochures and specimen sheets 
sampling the new fare. Here are 
several of them. 


Bauer Adds 
New Futura 


The latest addi- 
tion to the original 
Futura family is 
Futura Demibold Oblique, available 
from Bauer Alphabets, New York. 
The company offers a specimen 
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and unusual appearance. 
SPECIALTY PAPERS 
that will give your packages 
plus sales value. Decorative, 
f Soil Resistant, Duotone and 
* : Embossed. 
SPECIAL LABEL PAPERS 
ADVERTISING NOVELTIES | FOIL PAPERS 
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tive, Embossed for greater 
appeal. 
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demibold oblique 
sheet showing this new Futura in 
display paragraphs of all sizes from 
8 to 60 point. A complete alphabet, 


in 14 point size only, is included. 
« + « for mere details circle 915, page 139 


Craw Modern The 
Adds Bold 


first four 
sizes of the new 
Craw Modern Bold 
are now available, announces 
American Type Founders Co., Eliz- 
abeth, N. J. They are point sizes 30, 
36, 60 and 72. 

Craw Modern Bold is the creation 
of Freeman Craw, designer of Craw 
Modern, Craw Clarendon and Craw 
Clarendon Book. The instant ac- 
ceptance of Craw Modern, intro- 
duced last year, created an immedi- 
ate demand for a bold version, ac- 
cording to ATF sources. The normal 
initial casting quantity for a new 
typeface has been doubled in the 
case of Craw Modern Bold owing to 
heavy demand, said Jan van der 
Ploeg, ATF type design director. 

“This unusual advance demand 
for a new face, solely upon the basis 


of an announcement rather than 
samplings, is a vivid indication of 
the impact made by the parent face, 
Craw Modern,” said Mr. van der 
Ploeg. 

The new face was designed to 
add width and “color” and yet re- 
tain the lightness and dignity of the 
original weight. 





Craw Modern 
Bold 


Other sizes soon to be available 
include “6, 8, 10, 12, 14, 18, 24 and 
48 point. The foundry will send a 
booklet. displaying specimens of the 
various Craw faces. A specimen 
page of 36 point Craw Modern Bold 
is included. 


+ » for more details circle 916, page 139 





New Record 
Gothic Bold 


A new Gothic 
face—Record Goth- 
ic Bold—has been 
introduced by Ludlow Typograph 
Co., Chicago, in sizes from 12 to 72 
point. Ludlow offers a four-page 
folder which displays the type in 
one-line showings in both upper 
and lower case. Also included are 
reprints of typical ads set in Record 
Gothic Bold. 





Good typography rounds out the quality of an ad or promotion | 
piece. It helps register the message with readers, creates | 
a desire to act or buy. SERVICE Typographers assures you | 
of this basic quality through superior typesetting. Be sure 
your next type job gets the “finishing touch”... call SERVICE 


“where typesetting /s stili an art’’ 


SERVICE typographers, inc. 


723 S. Wells St., Chicago 7, Ill., HArrison 7-8560 
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THE 
FINISHING 
TOUCH 








Record Gothic Bold is especially 
recommended for display heads in 
advertising, publication and com- 
mercial printing. Its clean, open de- 


RECORD 
GOTHIC BOLD 





sign is said to assure true reproduc- 
tion by any printing process. By the 
same token, it is well suited to rub- 
ber stamp and rubber plate repro- 
duction. 

- « for more details circle 917, page 139 


Fraser Issues Annual 
Review of Progress 


The latest edition of “Graphic 
Arts Progress,” an annual review 
published so that graphic arts might 
prosper, as the title page puts it, 
has been released by Fraser Paper 
Ltd., Madawaska, Maine. 

This fourth in the annual series 
contains 25 articles, selected from 
leading periodicals including AR, 
in the printing and graphic arts 
field. A jury of five printing ex- 
perts made the final selection from 
hundreds published during the 
year. 

The subjects covered all phases 
of printing and production, and 
serve as a useful education in cur- 
rent developments. 

Copies are available through 
Fraser merchants or the mill. 44 


Personalized Business 
Cards Warm Prospects 


Regal Original Co., Los Angeles, 
offers samples of its personalized 
business cards which, the company 
says, prove to be a real icebreaker 
in getting salesmen past reception- 
ists. 

The unique features of the cards 
are the script type, giving a more 
personalized appearance, and, if de- 
sired, a tiny photograph of the sub- 
ject next to his name. 

. « » for more details circle 918, page 139 
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Memorable Personalized business 
cards bearing subject’s picture are said 
by the manufacturer to produce prompt 
recall, quick entry to tough prospects. 





A legend comes to life on latex coated paper 


One afternoon in October 1932, Babe Ruth hit another home run. It became a baseball legend. Why? 
Because of the gesture that preceded the hit. He predicted his performance and delivered. Today you 


can predict printing performance when you specify latex coated printing papers. For reasons why, turn 


the page. DOV 





Performance counts...in sports and in printing 


The fans were critical. 


When Babe swung completely around on the second strike the boos mounted 


to a roar. As the ball sailed out of the park after the third pitch, the jeers turned to cheers. 
The Babe proved he could still deliver. 


Today, printing buyers are critical too. They demand and expect sharp, 


clear reproduction every time. And that’s why more printers than ever are specifying papers 


coated with Dow Latex for their finest printing jobs. 


These papers offer improved dimensional stability, controlled ink receptivity and 
reduced water sensitivity. The resuit is high quality stock for sharper printing and 


fracture-free folding . . . all at reasonable cost. For more detailed information on paper 


coated with Dow Latex, check your paper supplier or write THE Dow 
CHEMICAL COMPANY, Midland, Michigan, Coatings Sales Dept. 2326. 
This four color 150 line screen reproduc- 


tion is printed on 100 lb. Offset Enamel. 


THE DOW CHEMICAL COMPANY - MIDLAND, MICHIGAN 





By Alan Berni 
President, Alan Berni & Associates 
New York 


The positive performance of pack- 
aging in today’s marketing structure 
is undeniable. However, this rapid 
success has brought with it a com- 
placency that threatens to stifle the 
creative growth of the profession. 
Past triumphs have spawned rigid 
concepts for packaging specialists. 
The danger to the profession is that 
it could easily become a robot-like 
force, repeating the patterns of the 
past for the problems of the future. 
Frankly, packaging “ready-made” 
racks are slowly coming into exist- 
ence. 

Let us examine some of the drag- 
ons that are beginning to infest the 
package design profession. 


1. Package Recognition .. Ad- 
vertising is changed like a wardrobe 
—after a reasonable amount of wear. 
Yet, packages wear the same suit 
interminably. The prevailing feeling 
is that recognition is jeopardized if 
changes are made frequently. 

This is not entirely true. A com- 
plete packaging overhaul, of course, 
would affect recognition. However, 
packaging freshness can be achieved 
with periodical minor changes. I feel 
that with the existing shelf conges- 


Keep the Dragons 
out of Packaging! 


A well-known package designer points out that the success 
of packaging in today's marketing picture has brought with 
it a complacency that threatens to stifle the creative growth 


of the profession. 


tion packages are not securing the 
maximum amount of point-of-pur- 
chase impact. The dreariness of long 
standing designs adds to the vast 
confusion and lack of individuality. 

One thought worth further ex- 
ploration is the use of seasonal ap- 
peal. The basic elements of recogni- 
tion easily can be maintained yet 
seasonal appeal could be achieved. 

And shouldn’t packages be better 
integrated with new advertising 
programs? 


2. The “Me-Too” Packaging . . 
Me-Tooing is growing alarmingly. 
There recently has been a rash of 
aerosol products from shoe shine 
items to vitamins. Some manufac- 
turers apparently are hastily aban- 
doning the importance of individual 
packaging considerations to jump on 
the push-button bandwagon. Sure 
this package has immediate sales 
appeal—but does it really have any 
long range practicality? 

Recently, a major company came 
to us to design a package for a new 
automotive accessory. Using past 
packaging concepts it decided that 
a folding carton would be adequate 
for the product. However, after con- 
sidering the special packaging needs 
of the product, we recommended 
that it be put into a solid, upright 
container. We pointed out that this 


item would be selling for about $7 
and, therefore, needed to impart the 
feeling of value in the package. 


3. Wrong Emphasis on Pack- 
aging ..I feel that too much pack- 
aging is done to meet the standards 
of competition rather than for the 
primary objective—consumer satis- 
faction. We, too, frequently are con- 
cerned more with design for in- 
store appearances without paying 
enough attention to at-home use. 

I would like to commend Dial 
Soap for doing something construc- 
tive in this area. The new program 
of “A Dial To Match Your Tile” is 
a fine example of serious consider- 
ation given to use of the product in 
the home. Dial’s variety of soap 
colors conform to the basic pastel 
tiles used in most bathrooms. 
Kleenex’s selection of colored tis- 
sues is another good attempt to 
blend the product more favorably 
in the home. 

On the other hand, the aerosol 
cans are examples of no packaging 
distinction whatsoever. Here we 
have the problem of emulating com- 
petition rather than gaining con- 
sumer satisfaction. 


4. Packaging has Bigger Role 
in Total Product Presentation .. 


The role of the package designer 
Packaging & Labeling © 97 
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in the total product presentation 
does not go far enough. As a spe- 
cialist, he has been confined to con- 
tributing his most creative efforts 
in preparing packages which offer 
the best in shape, design and func- 
tion to get the product into the 
hands of the consumer. But then a 
manufacturer usually goes else- 
where to get special in-store fix- 
tures and promotional display ma- 
terial. 

Actually, the man who created 
the package should be equally in- 
volved with the product presenta- 
tion in retailer outlets. The same 
fertile imagination used to make 
the package can be used just as 
effectively to develop the units best 
suited for consumer product pres- 
entation. The package designer who 
lived long and intimately with the 
subtilties of creating the package is 
in the best position to think most 
creatively about the problems of 
display presentation. 

In making this suggestion, I have 
no wish to step on the toes of dis- 
play manufacturers. On the con- 
trary, from my 25 years experience 
as a package designer I believe 
strongly that they will welcome 
this thought. They are fundamen- 
tally manufacturers concerned with 
the making of displays and fixtures. 
I know they are eager to unburden 


Guide to Major Plastics 
Issued by Cadillac 


A pocket-sized booklet presenting 
practical facts on the principal plas- 
tic families has been issued by 
Cadillac Plastic & Chemical Co., 
Detroit. 

Listing the outstanding properties 
of each plastic and typical applica- 
tions for it, the four-page booklet 
covers acrylic, Implex, nylon, 
Teflon, polyethylene, flexible and 
rigid vinyl, cellulose acetate, buty- 
rate, polystyrene, high and medium 
impact styrene, phenolic and fibrous 
glass-reinforced polyesters and 
epoxies. 

In addition, the booklet presents 
the true facts on five major miscon- 
ceptions about plastics. 

+ for more details circle 904, page 139 


New Du Pont Cellophane 
Features Durability 


A 600-gage polymer-coated film 
described as “the most durable cel- 
lophane ever offered packagers” has 
been introduced by Du Pont’s Film 
Dept. 

While the new 600-K cellophane 
is twice as thick as the ordinary 


themselves from the existing plague 
of speculative design competition. 
They would much rather be called 
in when the job is ready to be done. 


5. Should be Part of Creative 
Planning Team . . It is fully ac- 
cepted that sales success is the re- 
sult of smoothly and effectively in- 
tegrating all of the marketing func- 
tions; and that packaging is one of 
the most vital of these. Yet, too 
often, the package designer is con- 
sulted after most of the basic plan- 
ning is finished. He is asked to 
shape his specialty into an existing 
format. 

Management would be wise to 
solicit the thinking of package de- 
signers while ideas are still being 
stirred in the creative melting pot. 
Packaging considerations could be 
very instrumental in making a mar- 
keting program even more success- 


ful. 


>In a relatively short time, pack- 
aging has emerged as a major force. 
Now it is up to the packaging pro- 
fession as to whether it will fall 
heir to the ills that have infected 
its allied services after reaching the 
summit of comfortable recognition; 
or remain a flexible, creative group 
resisting rigidity and welcoming 
change. 44 


film, its clarity and sparkle are 
equal. Major uses seen for the new 
packaging film include containers 
for candy, cookies, potato chips and 
noodles. 

Complete information is available 
from Product Information Service, 
E. I. du Pont de Nemours & Co., 
Wilmington, Del. 44 


Some Products Need 
Special Tag Designs 


The growing importance of spe- 
cial designs and color effects in tags 
for certain “hardline” and related 
products, was emphasized by Fa- 
ber Birren in a recent report for the 
Rothchild Printing Co., New York. 

Using the known consumer re- 
search axiom that “kitchen, bath- 
room and home workshop items are 
rarely purchased with an esthetic 
or sophisticated view,” the Birren 
report was made after a practical 
study of actual shopers in a major 
New York department store. 


> It offers some practical tips on 
tag colors and design for appliances, 
housewares and hardware. 


1. Color-coordinate the tag with 





the product. A kitchen tag, for in- 
stance, should have colors most 
popular in kitchens .. . red, yel- 
low, turquoise, pink, and perhaps, 
beige. 


2. Keep it utilitarian. Since these 
products are rarely fashion items, 
see that the tag-tone is practical. 
Let the colors have an obvious ap- 
peal, and stay away from too much 
subtlety. 


3. Make the tag “aggressive.” Be- 
cause conservatism is so often 
shown in the colors offered in the 
products, the tag may be the vital 
element in making the sale. 


4. Color-key your tag to your audi- 
ence. If the product is bought ex- 
clusively by women, pink is the 
favorite color. If the buyer is apt to 
be a man, have the tag in primary 
tones of red, yellow, green or blue. 


The Birren report also noted that 
of 250 shoppers studied, 85% looked 
at the tags which were only in- 
formative rather than price tags. 
The average time given to each tag 
was 18 seconds. 

Also noted was the slow kitchen 
acceptance of colors. While color 
demand in appliances, housewares 
and hardware follow, generally, 
what takes place in other parts of 
the home, the consumer color-ac- 
ceptance is much slower. in the 
kitchen area than it is in the living 
room—and some colors never reach 
the kitchen at all. 

According to the Birren report, 
countless hues—with various shades 
and tints—are popular in women’s 
fashions, wallpaper and draperies. 
But the housewife rebels and limits 
the color line when it comes to 
bathroom fixtures, kitchen cabinets, 
refrigerators, ranges and tools. 44 


Kitty Pink . . . For Red Heart brings 
high styled labeling into the Cat food 
field. Abstract gray cat with soft blue 
saucer eyes and the lipstick-red heart 
completes the design by Dickens Inc., 
Chicago. 
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A consistent handling of the 
company name, carried through 
from label to letterhead, makes 
a design program that gives a 
constant impact without sacrific- 
ing variety. 
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“Everything that can be designed 
is designed.” So W. M. de Majo, 
the company’s consultant designer, 
describes the stage now reached in 
the comprehensive design program 
for Clayton Brothers, London man- 
ufacturer of fruit squashes and 
sparkling drinks. 

It is, in fact, a co-ordinated 
scheme made up of a series of sep- 
arate, subsidiary design programs, 
beginning with the development, in 
the early 1950s, of the now famous 
“waisted” Squash bottle. Light in 
weight, recessed for easier handling 
and better protection of the label, 
with a sparkling all-over bubble 
pattern, this was so successful in 
reducing costs and increasing sales 
that the firm was able to hold the 
price of the product steady dur- 
ing three difficult and inflationary 
years. 

The color-scheme featured on the 
first display designs was _ subse- 
quently developed into the house 
color-scheme of “Clayton green,” 
primrose and white, supplemented 
by black, light gray and orange 
where appropriate. It was applied 
immediately to the transportation 
fleet, and later to items as varied 


as the interior of the factory, bro- 
chures and waiter trays. 


> A different style of bottle, reeded, 
but also featuring a recessed 
“waist,” was devised for the pint- 
size range of carbonated drinks. 
On the labels, the family likeness 
was retained by the hand-drawn 
lettering for the word Clayton’s, the 
oval-shaped panel and the color- 
scheme, while the division of the 
oval into contrasting halves gave 
this line a distinctive character of 
its own. Changes were similarly 
rung on the redesigned labels for 
Pure Fruit Juices, on the new Bit- 
ter Lemon Label, and on “odd man 
out” lines such as Ginger Wine. 
The second phase of the main 
program was reached with the 
launching of the label for “Double 
Orange,” the company’s. orange 
drink. The witty and immediately 
identifying “Double Orange” sym- 
bol was devised by W. M. de Majo 
and L. Bramberg, and featured in 
display material and press adver- 
tising, and the label both carried 
the characteristic oval panel, sur- 
rounded now by a “petal” border. 
By this time work was also be- 





ginning on modifying some of the 
earliest designs, which after 10 
years had begun to date. The new 
petal pattern, with its feeling of 
freshness and its feminine appeal, 
will gradually supersede the criss- 
cross pattern originally used on 
some other lines. 


> The next big operation was the 
redesign of the firm’s entire sta- 
tionery range. Here were en- 
countered, at times, the exhausting 
limitations imposed on creative lay- 
out by the demands of automatic 
accounting. The style of items such 
as invoices, statements, credit notes 
and the like was largely governed 
by the positions in which certain 
elements had to be placed in order 
to make machine work possible. 

The hand-drawn Clayton letter- 
ing is used for the name through- 
out, but for letterheads the effect is 
lightened and made distinctive by 
using an outline version. The three- 
bottle symbol, blind-embossed, adds 
further elegance and _ recognition 
value. 

Mr. de Majo believes this is the 
first example, in Great Britain at 
any rate, to incorporate in a letter- 
head a fine line, only just visible, 
running along the top and down 
the left-hand side of the paper to 
serve as a typing and folding guide. 
On the envelope a small dot aids 
the secretary to position the address 
line correctly. 


> Alongside the redesign programs 
there has been a constant stream 
of designs for display material and 
various accessories. Each year two 
window displays are issued, one for 
the winter season, one for the sum- 
mer. Originally these were con- 
ceived as displays making a com- 
plete “Clayton window,” but in 
these days of restricted space it has 
been found that a center unit and 
two side units give the retailer a 
more flexible and useful display. 
For the three most important 
lines, Mr. de Majo commissioned 
additional showcards from three art- 
ists of international reputation. 
They are Savignac, Double Orange; 
Andre Francois, Tonic Water; and 
Lars Bramberg, Bitter Lemon. 


> Such, in outline, is the compre- 
hensive design program which en- 
sures for Clayton Brothers immedi- 
ate and harmonious identification 
of every aspect of their production, 

distribution and administration. 
It shows how even an old estab- 
lished company (Claytons Brothers 
was founded in 1838) can benefit in 
every way from the implementation 
of a co-ordinated design program. 
44 


They just 

made me 

vice president 

in charge of labels! 


“You don’t believe me? All right, if you want to be a square, let’s say they 
practically made me a Vice President after I started ordering from Ever 
Ready. We don’t have a label problem any more. Ever Ready never lets us 
down on service, quality, or reasonable price!” 


Over a million satisfied customers like Ever Ready service too! 
Whether you need packaging labels, shipping, pressure sensitive, tabulating 
labels, fund raising seals, heat seal, foil or any other type of label, Ever 
Ready provides one-stop shopping for all your requirements. Fifty years 
of know-how assures you experienced, efficient handling of your orders. 


You can cut costs, improve efficiency, boost sales with Ever Ready 
label ideas. Write today to Carol Hampton, our promotion manager, for 
Ever Ready’s amazingly helpful idea kit. 


eve Rr RES ADY LAB EL 


CORPORATION 
357 Cortiandt Street, Belleville $9, New Jersey 
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Famity Appearance . 


Triple-Dut 
Packagin 


- « The “Never-Stain’ shape is re- 


flected in the panel for the product name. Colors are red, 
white and blue, though the design is good in black only. 


The story of a packaging redesign with three aims: 


® To give a group of products a family feeling 
@ To create a modern, up-to-date, company image 
® To merchandise an old product in a new way 


“Even the company’s sales trucks 
—which roam the roads to dem- 
onstrate display techniques—carry 
the basic design features of Nichols’ 
new look. This repetition of im- 
pression in every corporate medium 
has become a principle of our com- 
pany’s sales program.” 

So reports Edward C. Manix, V.P. 
Sales, of the new corporate identi- 
fication design format created for 
the Nichols Wire & Aluminum Co. 

Long a believer in “proper pack- 
aging” and “constant packaging im- 
provements,” Nichols’ management 
has learned well the marketing 
strategy of over-all corporate im- 
agery to sell constantly, to sell 
more, to introduce new products 
and new lines. 


> Ten years ago, company sales ex- 
ecutives recognized they would have 
to sell aluminum nails against the 
vigorous opposition of steel nails. 
So, with N.Y. industrial design con- 
sultant Gerald Stahl, they began a 
major research project to develop a 
container that would minimize the 
consumer’s conception of the rela- 
tive expensiveness of aluminum 
nails on a per-pound basis — one 
big barrier to sales — and also 
to assure correct use in order to 
achieve genuine, long-range accept- 
ance of the product. 
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The research-design team ac- 
cepted the fact that aluminum nails 
suffer unfairly in a per-pound cost 
comparison. Actually, Mr. Manix 
reports, there are three times as 
many aluminum nails per pound as 
there are steel nails. 

In a dramatic anti-tradition 
move, Gerald Stahl designers re- 
jected the industry’s 100-pound 
standard and innovated package 
units measured by work areas, 
holding just the right kind and 
number of nails for a given job, 
allowing a fraction more for waste. 

The new, small boxes made dis- 
play racks practicable. They also 
permitted dealers to carry a com- 
plete assortment with a much more 
compact — and much less costly — 
inventory than before. 

Later on, when a further sales lift 
was needed, the small color-coded 
packages were redesigned into fiber- 
board cans with metal tops and bot- 


toms, and a nylon pull-string open- 
er. 


> Evolving from work done in this 
project came new design elements 
to help build a complete, powerful 
identity for the Nichols corporation. 
These comprise a new trademark — 
an opposing curve motif which fea- 
tures the valuable equity of the 
company’s “never-stain” slogan. 

Next, and supporting the trade- 
mark, is the unique design slogan 
— which designer Stahl insists 
every industrial identity format 
must contain. For Nichols it con- 
sists of a double curve graphic 
thread (see attached photos), plus 
corporate colors of red, white, and 
blue. 


> When Nichols was ready to intro- 
duce its new garden products line, 
the established corporate identity 
tools were put to work to expedite 


nichols 


Big Change . . . Almost nothing was carried over from the old design, on the left, to 
the new corporate image. But note the continued use of the double-concave shape. 





the triumph of an idea 


AVERY. 


are pressure-sensitive for 
profitable production 


It all began with Avery . . . and an idea about a new type of “self-sticking” label 
—the world’s first pressure-sensitive label! 

The story of industry’s acceptance of this label and its ever-growing use of pressure- 
sensitive labeling is truly the story of Avery—and the Triumph of An Idea! 
Modern Avery Labels have contributed much to efficient labeling methods and 
more profitable production, for unlike ordinary labels—all Avery Labels are applied 
dry—with a soft finger touch—for clean, pressure-sensitive labeling. Each label is 
individually diecut—on sheets or rolls—for manual or fast, automatic labeling. 
Avery is the only manufacturer of self-adhesive products that has complete control 
of production facilities—from developing an mixing of the adhesives to the 
completed label. Specialized experience and “know-how’ that is unequalled today! 


May we tell you more about Avery Labels—and other Avery pressure-sensitive 
products...and show you how their greater efficiency will save you time and money? 


Write for your free copy of AVERY's 
new labeling catalog and a color- 
ful brochure describing Avery’s new 
pressure-sensitive Metallics that are 
gaining swiftly in popularity as dec- 
orative trim, panels, nameplates. 


AVERY LABEL COMPANY a division of Avery Adhesive Products Inc. 


1616 South California Avenue, Monrovia, California 


Here are but a few of the — 
thousands of ways in which 

manufacturers are profitably 
using AVERY LABELS today 


Seeeeeeeeeeeeeeeeeeeeeeeeeeeeee 
AVERY LABEL COMPANY Div. 113 
117 Liberty St., N. York 6 * 608 So. Dearborn St., 
Chicago 5°1616 So. Calif. St., Monrovia, Callf. 
Please send free Joclade KUM- 


. 
. 
: 
‘ and Perma- 
. (ETALLI brochure. Grip sample labels. 


Address 
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TAGS 


get the best 
results... 


Attractive and eye- 
catching, Reyburn’s 
Tags relay your sales 

message and provide 
a silent salesman 
on every product. 
Try them and be 
convinced. 


ata ae 


A rn 
’ ’ 


Sereen process can priat 
ia any language! 
Many or few and 
economical teo! 


Put Punch In Point-of-Purchase 
POINT OF PURCHASE COMMITTEE + SPPA 


AR's 22,000 Circula- 
tion is Hand-Picked 


for Buying Power 


Nowhere else can you get such 
coverage, so carefully tailored 
and so precisely directed to buy- 
ers of advertising services, mate- 
rials, equipment supplies. 


Get in AR! 
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introduction and acceptance. 

Here a solution was developed for 
the difficult task of presenting a 
product and corporate image to the 
consumer market which would si- 
multaneously convey the character 
of a well-known industrial corpo- 
ration. To achieve consumer appeal, 
modern lettering design and over- 
all package format effect a friendly- 
looking, for-the-modern-home tone. 

Portraying at the same time the 
authority of a well-established in- 
dustrial corporation, the double- 
curve design slogan and the oppos- 
ing-curve Nichols’ trademark are 
integrated into all packaging, label- 
ing, display and promotional mate- 
rials, etc. Result: the first two 
months of sales alone for the new 
line exceeded Nichols’ forecast for 
the whole first year. 


> According to the designer, Nichols’ 
intelligent use of its corporate iden- 
tity tools — via controlled impres- 
sions in every medium — demon- 
strates a major principle of success- 
ful image-building. 

“Remember,” designer Gerald 
Stahl points out, “that merely ap- 
plying a trademark in or on all cor- 
porate media does not constitute 
image-marketing. What is needed 


Visual Research Booklet 
Shows Packaging Hazards 


The visual obstacles facing a 
package design in competitive mer- 
chandising, are brought out in a de- 
sign-testing booklet from Visual 
Research Inc., Chicago. 

Clearly designed to describe the 
company’s package-testing service, 
the booklet is, nevertheless, a gold 
mine of information on the various 
factors to consider when planning 
a new package. 

Among the points discussed and 
vividly illustrated in the booklet 
are: 


@ The impact of your design ele- 
ment 


® The angle at which your pack- 
age can be recognized 


® How will it look in mass display? 


An important section of the Vis- 
ual Research booklet is a 5-point 
checklist for reference when con- 
sidering a package change. 

+ « « for more details circle 919, page 139 


Newsletter Has Ideas For 


Corrugated and Cartons 


Tips on creative merchandising, 
via corrugated and carton pack- 


New Products Fit . . . The design was 
flexible enough to be easily adapted to 
additions to the product line. 


is individual development, specified 
instructions, for identity-use in 
each medium a company has at its 
disposal. It is, as with Nichols, the 
defined, detailed execution of an 
identification blueprint for company 
imagery which makes for success. 
Without this, no matter how good 
the design tools, management is not 
getting the most for today’s indus- 
trial selling or for sustained recog- 
nition and sales in tomorrow’s 
markets.” 44 


aging, are available in a newsletter 
service from Grand-City Container 
and Federal Carton Corp., North 
Bergen, N. J. 

Designed as a guide to users of 
shipping, packaging, and point-of- 
display materials, Ideas in Mer- 
chandising is being mailed on a 
regular basis. It contains ideas on 
novel uses of corrugated board 
case histories, and photographic 
illustrations of actual demonstra- 
tions, technical and production in- 
novations. 

- « « for more details circle 920, page 139 


Two-in-One Package . . . By inserting 
different interiors into this hinged corru- 
gated box, Meier’s Wine Cellars Inc. 
can create a display for either two large 
champagne bottles or one wine bottle 
and two small wine glasses. Package 
was designed by Ohio Boxboard Co., 
Rittman, Ohio. 
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his C84... 
FREDRICK PHOTOGELATINE 
PRINTED TRANSPARENCY 


Tear it out and hold it up to the light 


Notice the sharpness and clarity, a Fredrick Photo- 
gelatine trademark 

At last an economical paper stock specially made 
for transparencies equivalent in quality to more ex- 
pensive mediums 


DRINK 


a <— 5 = > 
FREDRICK PHOTOGELATINE PRESS, Inc. 
438 West 37th Street . New York 18, New York 


LOngacre 3-3340-1 


This transparency in a 60” x 42” size is currently being 
displayed in train terminals along the eastern seaboard. 
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Paper with a three-dimensional 
touch can add elegance and im- 
pact to your printed matter, if 
you learn to use it properly. 


By Betty Aulenbach 
AR Associate Editor 


Laws of plane geometry to the 
contrary, paper can be three-di- 
mensional, In the paper trade, how- 
ever, it is referred to as “embossed,” 
and paper manufacturers are not 
the only people who think buyers 
are missing a bet by not knowing 
more about these papers with the 
patterned finishes. 

A Chicago public relations man, 
commenting on the general lack of 
awareness of how much embossed 
paper can add to the quality of a 
low-cost printing job, summed it 
up this way: 

“Fancy finish papers,” he said, 
“are the cheapest means of produc- 
ing outstanding small-run direct 
mail pieces. The additional cost is 


A GUIDE TO 


MBOSSED PAPER 


far less than the cost of introducing 
a second color—and the end re- 
sult is quite as effective.” 


> Let’s go no further without mak- 
ing a distinction, since one of two 
things—different but similar—can 
be designated by the word “em- 
bossed.” The term is used to desig- 
nate the patterned finish included 
in the manufacture of some papers. 
It also can refer to the raised letter- 
ing often found on brochure covers 
and other prestige print jobs. 

It is an unnecessary distinction 
to draw in the case of many readers, 
perhaps. Nevertheless, it will ex- 
plain to the others why samples of 
embossed paper often carry the in- 
formation “This paper can be em- 
bossed”—meaning, of course, that 
embossed lettering can be applied 
to this paper which has been fin- 
ished with an embossed pattern. 


> Although both types of embossing 
are accomplished by fundamentally 
the same operation, this report is 
limited to embossed finishes. 


The patterns which can be im- 
posed on paper are endless. Popular 
patterns include the linen finish, 
the leather finish, the ripple, the 
stipple and the waffle finishes. Ac- 
tually any pattern imaginable can 
be impressed upon paper—if you 
want a custom job and are willing 
to pay for it. 

Embossed papers fill a variety of 
needs and, at the same time, are 
generally chosen to perform a spe- 
cific, limited function. They are 
popular materials for catalog and 
brochure covers. They impart a 
rich appearance to menus and 
printed programs. Heavy krafts, 
embossed to resemble leather, are 
used as book covers. In the greeting 
card field, embossed grades are al- 
most a foregone conclusion. And— 
in spite of our p.r. man’s admoni- 
tion at the beginning of this article 
—they are enjoying increasing pop- 
ularity in the direct mail field. 


> Most large paper manufacturers 
offer a wide variety of ready-made 
embossed papers as stock in trade. 
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The price differential between an 
embossed paper and the same paper 
with standard finish varies from 
about $1.60 to $3.50 per hundred- 
weight in stock grades. 

Most manufacturers who sell em- 
bossed finishes at all will produce 
custom-designed embossed papers 
upon special order. The additional 
price to the customer, in this case, 
is primarily to cover the cost of the 
roll which transmits the pattern 
to the paper. 

The variety of paper grades 
which one is likely to find with em- 
bossed finishes runs all the way 
from fine printing papers to paper- 
board, glassine and even metalized 
papers. 


> Paper is embossed as the last step 
in its manufacture after leaving the 
papermaking machine. Papers can 
attain an emboss-like finish on the 
papermaking machine but these are 
not technically embossed papers. 
Chief among these are the “felt” 
finishes which receive their softly 
crinkled appearance while still go- 
ing through the last stage of manu- 
facture. They are run through felt 
rollers which give the finish both 
its name and its characteristic ap- 
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We do not know how many stars there are 


in the sky dut we do know that 


Collins, Miller & Hutchings, Inc. 


is America’s finest photoengraving plant 


Sor letterpress and gravure 


333 WEST LAKE STREET, CHICAGO 6 
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There are two principle methods 
of embossing. The first is relief em- 
bossing (sometimes referred to as 
standard). In this process, the fin- 
ished paper is run between two 
steel rolls. The rolls are engraved 
with the particular pattern to be 
transferred to the paper. One roll 
has a raised design; the other, its 
counterpart, carries the identical 
image in a depressed pattern. When 
the paper is run through the inter- 
locking rolls, the pattern is trans- 
mitted in relief. 

The other method is friction em- 
bossing. This process, like the first, 
requires a steel engraved roll with 
a raised design. However, it is op- 
erated in conjunction with a hard 
support roll which is not engraved. 
The result is a pattern which is 
“ironed” into the paper. In fact, it 
greatly resembles watermarking 
and it gives an appearance which 
is more “two-toned” than “three- 
dimensional.” 

There are, of course, variations 
of these basic processes. Some linen 
finishes, for instance, are produced 
by running the paper through rolls 
covered with linen cloth. 


> So far, we have talked only of 
printing papers. In the world of 





packaging, the tasks performed by 
embossed papers are many and 
growing. Here embossed wrapping 
paper, box cover paper and candy 
box padding are so common as to be 
taken for granted—as are paper 
bags with the store name embossed 
in watermark fashion. Embossed 
metallic papers range through the 
packing field from fancy gift wrap 
to ice cream bar wrappers. Em- 
bossed glassine—the transparent, 
patterned sheet found under the 
lid of a candy box—is a must in 
the fancy food industry. 

A newcomer to the packaging 
field—and one which naturally 
lends itself to embossing—is metal- 
lized glassine. Manufactured under 
the trade name “Vaculite,” it con- 
sists of a glassine base sheet upon 
which a thin coating (4 to 5 mil- 
lionths of an inch thick!) has been 
deposited. In appearance, the final 
product exhibits the sheen of the 
raw metal, yet it retains the grease- 
proof quality of the glassine base 
sheet. In fact, it tends in general 
to react as paper rather than as 
metal. Potentially unlimited in ap- 
plication, the product is at present 
used principally for ice cream bags, 
corrugated bakery liners and candy 
bar wrappers. 

Embossed board is the specialty 
of some manufacturers. In the man- 
ufacture of embossed board, the 
embossing can be done either be- 
fore or after the outer paper is lam- 
inated to the board middle. How- 
ever, if the embossing is done first, 
only lightly embossed papers can 
be laminated to the board base. 
Deeply embossed papers will not 
adhere satisfactorily. 

When deep embossing is desired, 
a smooth sheet is laminated to the 
board middle and the entire prod- 
uct embossed as the last stage of 
manufacture. Such paperboards are 
used in packaging, as mats for pic- 
ture framing, in merchandising dis- 
plays, even as flip charts for sales 
presentations. 


> Because letterpress printing de- 
mands a smooth finish paper, print- 
ing on embossed by that method is 
generally confined to jobs consist- 
ing of straight type matter. Offset 
is the accepted method for printing 
embosseds since the rubber offset 
blanket can transmit a halftone re- 
production despite the paper’s un- 
even surface. 

Coated papers are seldom em- 
bossed since the coating, particu- 
larly when brittle, tends to flake off 
under the strain of the embossing 
rollers. 


> For the print buyer, curious to 
explore the vast world of embossed 





BEST FOR: 

AIR MAIL STATIONERY 
COPY SHEETS 
ENVELOPE STUFFERS 


Postage-saving lightweight, strength, 
beautiful texture, and a rich cockle 
finish all combine with striking Hi-Fi 
white to make Gilbert Onionskin papers 
ideal for air mail stationery. 

When used for copy sheets, you have 
all these same advantages PLUS the 
added advantage the cockle finish 
gives in permitting more and cleaner 
copies per typing. You'll find with the 
cockle finish there's better transfer of 
impression and less slippage against 
the carbon. 

And for stuffers, no other lightweight 
Paper takes printing more beautifully 
than Gilbert Onionskin papers. 


ALSO 5S COLORS 
in Gilbert Onionskin 
aa cow clatin ties AVAILABLE IN 3 GRADES 


cockle finish 


GILBERT 
ONIONSKIN 
Vie Mh 


Cotton Fibre 


GILBERT PAPER COMPANY 


MENASHA + WISCONSIN 


September 1959 + Gy - 109 





papers, the task is an easy one. 
Mills are generous with sample 
swatches of just about any paper 
they manufacture and the big com- 
panies offer embosseds in great va- 
riety. A personal file of embossed 
samples arranged in several groups 
for fast reference—cover grades, 
bristols and vellums, for instance— 
might serve as just the right idea 
starter when you approach your 
next printing job. 

And when a blank piece of pa- 
per can spark a creative idea, it 
goes without saying that it has to 
be something special. Think how 
much more special it will look with 
your sales message printed on it— 
and at a more-than-reasonable 
price. 44 


Improvements Galore... 


New Binders Offer Easy 
Action, Large Capacity 


The search for more economical, 
simpler-to-operate and larger ca- 
pacity binders is getting to be quite 
a business and never a month goes 
by but what a half dozen new ones 
are introduced. Here are some of 
the newest of what is being offered 
in the binding field. 


AVAILAE 


Accogrip Binder . . . Binding without 
punching through a spring-action clamp 
is feature of new product from Acco. 


One-Finger 
Action 


A new device that 
binds — without 
punching — by the 
mere application of one-finger ac- 
tion is Acco Products’ “Accogrip.” 
A spring-action clamp is the key. 
The device is being used to bind a 
great variety of business and per- 
sonal papers and, because no 
punching is needed, its application 
is unlimited. 

Accogrip has up to %” capacity, 
yet is said to tightly hold a single 
sheet. It is made of flexible press- 
board with closed-back design and 
is available in letter and legal sizes 
in five colors—red, black, gray, 
green and blue. 


Rip-Proof Sheets and Indexes 
Reinforced with Mylar* 


Ask for AICO Rip-Proof Sheets and Indexes— 
they’re reinforced with MYLAR*! Stronger 
than other reinforcing, less bulky . . . and costs 
less! 

AICO Sheets have 1/1000” thin reinforced edges 
—they stack evenly for trouble-free automatic 
feeding on all stencil, gelatin, spirit and offset 
duplicating and printing equipment. In bond, 
mimeo and duplicator finishes or special paper 
to meet your needs. 

AICO Indexes in all stock sizes or made to order. 
In a wide variety of index tabs and colors. 
Available at your stationer ... or write the 
G. J. Aigner Company, 426 S. Clinton Street, 
Chicago 7, Illinois. 
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AICO Rip-Proof reinforced sheets and indexes 

manufactured by G. J. Aigner Company. * Mylar 

- DuPont's registered trademark for its polyester 
m. 


aw 


leading manufacturer of Indexes since 1909 


BLE! 


See 





Three-Ways 
Better 


Cooks’ Inc., Black- 
wood, NJ.,  an- 
nounces its new, 
large capacity Mult-O-Ring binder 
that will hold up to 140 sheets in 70 
transparent sleeves. The binder has 
a 14%” diameter Mult-O-Ring mech- 
anism which accounts for part of its 
large capacity. 

In addition, it is available with 
Mylar transparent sleeves which, 
due to high tensile strength, can be 
fabricated in a lighter gage than 
ordinary sleeves, allowing for a 
greater number of sleeves per bind- 
er. (Sleeves are also available in 
Mikafilm.) 

Also contributing to the binder’s 
extra capacity is the fact that sleeves 
are punched with oval holes per- 
mitting the sleeves to turn freely 
without binding even when rings 
are filled to capacity. 

The binders are available in a 
choice of Russhide and Vinylhide 
covers. Ring mechanisms have auto- 
matic opening and closing triggers. 
Black mounting sheets and white 
interleaves are included with win- 
dow sleeves. The latter come in 
gages of 0.005 and 0.003 Mikafilm 
and 0.002 Mylar. 


Large 


Capacity is the 
Capacity 


outstanding selling 
feature of Sure- 
Lox, a large diameter plastic bind- 
ing element from General Binding 
Corp., Northbrook, Ill. It features a 
vinyl plastic locking device that en- 
ables binding of two-cover books. 
Sure-Lox is operated in conjunction 
with GBC punching and binding 
machines. 

It is available in a wide range of 
colors and is said to be highly re- 
sistant to temperature’ changes, 
stress and all chemicals. Sure-Lok 
elements are available in diameters 
of 144’, 144”, 134” and 2”. 

Additional information is avail- 
able from Advertising Department, 
General Binding Corp., 1101 Skokie 
Highway, Northbrook, II. 44 


Would you tell Mr. Sloan that a small 
agency man is here to see him? 





Cut replacement costs...save space 
With stationery items of MYLAR 
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35% less bulk with sheet protectors of Du Pont “Mylar”. Laminate sheets of “Mylar” offer long-lasting protection to 
Save space . . . extra strength prevents hole “‘pull-outs’’. valuable papers, documents and I.D. cards. 


Carbon ribbons of “Mylar” give sharper impressions with- Sheets reinforced with tough, thin “Mylar” won’t jam 
out embossing . . . 50% more letters without changing reels. your printing machines . . . won’t “pull out’’ at ring holes, 


Clarity, toughness, thinness, resistance to aging and moisture— 
these are the properties of Du Pont ‘“‘Mylar’’* polyester film found 
OTHER STATIONERY ‘ 
in stationery items that help you save valuable office space, cut re- 
aes cage placement costs. Ask your supplier for stationery items made with 
— “Mylar”. For further information write: E. I. du Pont de Nemours 
i a & Co. (Inc.), Room VI, Film Dept., Wilmington 98, Delaware. 


Biank Tabbin *““Mylar”’ is Du Pont’s registered trademark for its brand of polyester film. 
8 Du Pont manufactures the base material “*‘Mylar’’— not finished stationery items, 

index Tabbing 

Job-Ticket Holders 


DU PONT 
index-Card Holders 


Spiral Binders REG. U. 5. PAT.OFF ad ¥ i y | 7 


Better Things for Better Living POLYESTER FILM 
+ +» through Chemistry 


September 1959 + @yy - ili 





ADVERTISING 


Who Buys Printing? 


A printing salesman has some 
guarded thoughts on who should 
have the authority to place orders 
for printing. 


By Pow! L. Brink 
New York Sales Office 
Haynes Lithograph Ge. 


Many large buyers of promotional 
printing and lithography may think 
they have already solved the ques- 
tion: Who should buy the printing: 
advertising or purchasing? But the 
lack of unanimity among companies 
who buy printing—often companies 
with identical organizational struc- 
ture—points up the fact that the 
subject is controversial. It also 
means that there is much to be said 
for and against both methods of 
buying. 

To us who sell printing and 
lithography for a living, this incon- 
sistency is disconcerting, to say the 
least. Is there a salesman among us 
who has not wasted half a day see- 
ing three different people in a large 
purchasing department only to have 
the last of the trio tell him: “Oh, 
you sell promotional stuff; you'll 
have to see McGrew up in adver- 
tising. We only buy forms and sta- 
tionery here.” 

Or, conversely, can any of us say 
he has not intensely wooed a couple 
of advertising men for some likely 
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looking printing jobs only to be 
told: “Look, you don’t have to sell 
us, we think your work is terrific 
. . . but we can only recommend a 
supplier. Old Squarepants down in 
purehasing has the final say.”? 


> And so it goes. Every time we 
make a new call we’re never quite 
sure where to go. And to complicate 
matters, petty jealousy between 
purchasing and advertising men 
over buying lithography is as com- 
mon as fins on a new car. When one 
finds out you’ve been to the other 
first .. . he sulks. 

Therefore, as a litho salesman for 
a major eompany, I'd like to state a 
few opinions on the subject, care- 
fully gleaned from years of obser- 
vation tempered with frustration. I 
am sure that every giant corpora- 
tion will immediately launch a 
sweeping reorganization based upon 
my strictures. 


> First of all, the case for the pur- 
chasing department is fundamental- 
ly simple. These men buy every- 
thing else for the company, includ- 
ing things just as complicated as 
promotional printing. It is under- 
standable that they are wounded to 
the quick when this one rather 
large plum is removed from their 
orchard as though they are incapa- 
ble of caring for it with the proper 
tenderness. 

Advertising men regard promo- 
tional printing as a very delicate 


and temperamental child entrusted 
to their guardianship. They feel the 
cold, impersonal dogmas of the pur- 
chasing department will drain the 
subtlety and finer points from their 
brainchild—that it constitutes a 
forced insertion of an unfeeling 
third party who will place a Lord 
Fauntleroy suit on their Blue Boy. 

On the positive side, purchasing 
agents are readily accessible to call- 
ers. They usually receive us cour- 
teously and hear us through because 
they are trained to put their com- 
pany’s best foot forward to visitors. 
They also keep reliable records of 
their transactions and seldom make 
outlandish demands in excess of the 
contract. They realize we are run- 
ning a business which, like their 
own, must make a profit and they 
are generally loyal to suppliers who 
consistently produce results for 
them. 


> Negatively, purchasing agents are 
often overly conservative: the new 
way is shunted aside in favor of the 
old way. Likewise, the new com- 
pany has rough sledding bucking 
old Joe Brown with the steam press 
who has been “doing all our work 
for 30 years.” True craftsmanship 
can fall on unseeing eyes; excellent 
suggestions for improvement can 
fall on unhearing ears. Then, too, 


This article is reprinted from “Modern 
Lithography.” with the permission of 
the publishers. 





Distinguished backgrounds... 


MOHAWK SUPERFINE : Test, Cover and Bristol 
POSEIDON OPAQUE : Text, Cover and Bristol 
HALFMOON VELLUM : Vellum and Cover 
ARTEMIS : Text and Cover 
CORTLEA : Text and Cover 
DIANA : Text and Cover 
NAVAJO : Cover and Text 
MOHAWK VELLUM : Vellum, Cover and Bristol 
MOHAWK OPAQUE : Vellum and Smooth 


MOHAWK OFFSET 


... for the finest printing 





HURRY! 
HURRY! 
HURRY! 


READY TODAY! 
LIMITED SUPPLY! 


Your Newest... Your Finest... 
Your Greatest Money Maker... 


GOES 1959 


HOLIDAY 
LETTERHEADS 


53 Beautiful .. . colorful 
distinctively Personal Holiday Let- 
terheads .. . Ready for you to 
imprint with your customers 

letter, or your own. 


17 Contrasting or matching 
envelopes .. . produced for you in 
multi-colors and gold . . . Designed 
to add elegance to your 

Christmas “Personal” letters. 


10 TRUCOLOR prints reproduced 
on folders to give you and your 
customers the values of a personal 
message .. . plus the beauty of 


the full color Goes scenic 
TRUCOLOR prints. 


10 Charm .. . designs that spell 

warmth .. . colors that hold atten- 

tion .. . Pictures that truly express 

the feeling of the Holiday Season. 

All on fine Kromekote. 

And... Many other features! 

FRE Goes 1959 Holiday Letter Sales 
Porfolio. Just attach this coupon 


to your letterhead, we'll rush the samples 
to you. 


Yes: We want to show GOES 1959 
HOLIDAY LETTERHEADS. Please send 
a FREE sample kit to: 


ee eeientindtiieeieesncennne 


COMPANY____ 


STREET___ —_ 


ee 


GOES LITHOGRAPHING COMPANY 
42 W. 61st ST., CHICAGO 21, ILLINOIS 
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all of us have at one time or an- 
other encountered the purchasing 
department run by Old Squarepants, 
the entrenched Caesar, who has 
been there for 40 years . . . and is 
still buying only from the suppliers 
who got under the wire in 1918. 

But lest this sound like a damna- 
tion of purchasing departments, 
which it isn’t, let’s consider the case 
of the advertising department which 
buys all its own printing. 


> This set-up is strong where the 
purchasing department is weak... 
and also weak where the purchas- 
ing department is strong. To their 
credit, advertising and sales promo- 
tion are ever alert to a new idea; a 
different approach; a better result. 

If our quality is better than com- 
petition we don’t have to tell them 
so, they'll probably see it them- 
selves right away. They are less 
likely to fall into buying ruts than 
purchasing and will move heaven 
and earth talking their companies 
into taking on a new supplier who 
can give them better results. They 
seldom follow a strict “low bidder 
gets” policy because they realize 
pointedly if quality is lost, all is lost 

. including their own pay raises. 

On the darker side, an advertising 
department can make a shambles of 
a printing salesman’s work routine. 
Gone is the efficiency and dispatch 
of the stately purchasing depart- 
ment. Very often, runarounds, 
dodges and stalls of the crudest na- 
ture are flung at the poor printing 
huckster who just wants a few min- 
utes to present an honest cause. Sad 
but true: some of the best sales 
promotion men are actually their 
company’s worst sales promoters 
due to the rude brushoffs that be- 
come their trademark. 

Also, advertising men are no great 
shakes at keeping records, relying 
instead on the world’s worst mem- 
ories. And unlike purchasing agents, 
they have a strong tendency to load 
up a printing job with expensive 
extras, then fly into convulsive rage 
when charges to cover work over 
and beyond the call of duty are 
mentioned. 


> I doubt seriously that these com- 
ments pro and con will come as a 
revelation to any litho salesman or 
to any company which buys a lot of 
printing. It often seems as though 
the power to purchase this item has 
been reluctantly given to the de- 
partment capable of doing the least 
harm rather than the one that can 
do it the most good. Isn’t it in- 
congruous, though, that in this era 
of grim business efficiency and 
sharp departmental lines this im- 


26 pen BD ieunie 


Well, then print me some, quick! 


portant function 
football? 

Perhaps assigning a purchasing 
man to the advertising department 
or placing an advertising man in the 
purchasing department is the an- 
swer. Both methods exist, but as 
there seems to have been no great 
movement to adopt this as standard 
business procedure, it, too, must 
have its drawbacks. 

Who should buy the printing and 
lithographing then? I pass. The de- 
cision is not mine to make anyhow 
and I can only call them as I see 
them. 

Besides, when the order is mine 
...I1 love ’em all. 44 


must remain a 


Web-Fed, Heat Set Offset 
Press Offers Pluses 


A folder that describes the bene- 
fits of web-fed, heat set offset 
presses has been released by Alden 
Press, Chicago, which claims to 
have the only press of its kind in 
the Chicago area. 

Among its advantages are cited a 
speed of 25,000 inches per hour, a 
saving in paper cost by using rolls, 
and the ability to deliver folded 
signatures. 

+ » for more details circle 905, page 139 


Bergstrom Offers Papers 
For Office Printing 


The Odin line of papers, designed 
especially by the Bergstrom Paper 
Co., Neenah, Wis., for office printing 
plants, is shown in a sample book 
that includes swatches of all colors 
and weights available. 

The paper comes in three finishes 
— mimeo, bond and duplicator — in 
two weights and in six colors plus 
white. It is also available in smaller 
sheet sizes, cut and wrapped at the 
mill. 

+ for more details circle 906, page 139 





Bet for 


Two guides to better paper buying [> 


LOOK FOR the Cotton Fiber SEND FOR the free Cotton Fiber 


“Better Papers” emblem. It is your refer- 


Booklet —“‘What Every Businessman 
ence mark for correspondence and record- 


Soa > ? 
, Should Know About Paper —Today!” It PAPERS 
keeping paper of exceptional beauty, explains what cotton fiber papers offer you 
strength, performance. 


——————_\ 


F ; ©Cotton Fiber Paper Manufacturers, 
in terms of prestige and performance. 122 East 42nd St., New York City 


BETTER PAPERS ARE MADE WITH COTTON FIBER 


LOOK FOR “COTTON” OR “RAG” IN THE WATERMARK OR LABEL 
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iMustration below right is Fluoro. Note pure whites in intricate detail. Artist: R. M. Schrayer. Client: Burdine’s. Engraver: Miami Photo Engravers, 65 line screen. 


ee 


YOULL NEVER KNOW 


how much better your halftones can be 
til you try 


You may think you're getting good highlight halftones, matically,—and accurately mirrors every detail and tone 


but it’s ten-to-one you're sacrificing true reproduction, 
merely for the sake of dot-free highlights. 

Now you can remove that film of harsh, artificial tone 
values and reveal the true illustration...uncompromised 


value of the original art. 

That’s why Fluoro is used by Burdine’s (above), Neiman- 
Marcus, Sears, Boeing, Lincoln Motors and others who 
insist on the finest reproduction. 


...and just as the artist intended it. 

How? Simply by making your illustrations with Fluoro 
art materials. They let your engraver (or lithographer) 
avoid the costly artificial methods that destroy fidelity 
in reproduction. Fluoro produces dot-free highlights auto- 


NEW! huore-Cbr 


Finer full-color reproduction at half the usual plate costs. 
Call the plant in your area shown on facing page equipped 
for both Fluoro-Color and B&W Fluoro. It’s the first step 
toward brighter, cleaner, better reproduction. 


Ce 


CALL YOUR LOCAL FLUORO PLANT 


FLUOROGRAPHIC See 
SALES DIVISION Next 


Page 
PRINTING ARTS RESEARCH 
LABORATORIES INC. 


La Arcada Building « Santa Barbara, California 
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FIND YOUR 


ABILENE, Tex. 
News Engraving 
AKRON 
ive Engraving 
tar Engraving 
Zinc Engravers 
ALBUQUERQUE 
Acacia Printing ; 
Jackson’s New Mexico Engraving 
Gerald E. Mahafiey Company 


ALEXANDRIA, Le. 
Alexandria Engraving 
ALLENTOWN, Pe. 
Lehigh Photo Engraving 
AMARILLO 

Panhandle Engraving Co. 
ASBURY PARK, WN. J. 
Asbury Park Press 


ATLANTA 

Atlanta Newspapers ss 
Southern Photo Process Engraving 
Western-Perry Printing Processes 


AUGUSTA, Ge. 
Garden City Engraving 


AUSTIN 

Economy Engraving Co. 
Wallace Engraving Co. 
BAKERSFIELD 

Bakersfield Photoengraving 


BALTIMORE 

Advertisers Engraving 
Afro-American 

Art Litho 

Baltimore News-Post-American 
Baltimore Sun 

Sterling Engravers 


BATON ROUGE 
Times-Advocate 


BEAUMONT, ‘Tex. 
iterprise Co. 
BETHPAGE 

Corydon M. Johnson Co, 


BILLINGS 
) Billings Engraving 


BINGHAMTON 
3S. J. Kelley Engraving 


BIRMINGHAM 
Birmingham News 
Enterprise Engraving 
Magic City Engraving 


Statesman Printing 


BRIDGEPORT 
Ariel & Eccles 
Swan Engraving 


BROOKLYN 
Boro Offset Corporation 


ee 4 
iagara toengraving 
Rapid Service Engraving 
CALGARY, Cenede 
Calgary Photo 


CANTON 
Canton Engraving & Elec, 


CHARLESTON, S$. C. 
Charleston Evening Post 


CHARLESTON, West Ve, 
Agency Engraving 


CHARLOTTE 
Arts Engraving 
Pictorial Engraving 


CHATTANOOGA 
Chattanooga Publishing Co, 


CHICAGO 

Alden Press 

Butler Brothers 

Chicago American Publishing 
Chicago Offset Co, 

R. R, Donnelley & Sons 
Jahn & Ollier Engraving 
Liberty Photo Engraving 
Newsprint Engraving 


CINCINNATI 

Central Engraving 

Chapman & Rapp Photo-Engravers 
Kenand Photo Engraving 


CLEVELAND 

Art Gravure Corporation 

Cadillac Litho-Plate 

Cleveland Press 

Cleveland Shopping News _ 

Eclipse Electrotype. & Engraving 
ity Publishing 

Monarch raving 

NEA Service 


COLUMBIA, S$. C, 
Carolina Engraving 

RPM ving 

Service Engraving 
COLUMBUS, Ge. 
Columbus Ledger-Enquirer 
COLUMBUS, Ohie 
Imperial Engravers 
CORAL GABLES 

Miami Photo Engravers 


CORPUS CHRISTI 
Corpus Christi Engraving 


NEAREST FLUORO LICENSEE 


DALLAS 
— ing L 
ntinemtal Engraving 
Harper Standard Engraving 
Monk Brothers 
Southwest Printing 
Southwestern Engraving 
Taylor Publishing 
White Engraving 
Wilson Engraving 
DAYTON 
Dayton Newspapers 
Engraving Arts 
Hermes sees 
Shaw & Marchant 
DAYTONA BEACH 
News Journal Corporation 
DENVER 
ae ang 
Capit graving 
Cocks-Clark Engraving 


Colorado Engraving 
Denver Post 

Rocky Mountain News 
Scena Photoengraving 
Smith-Brooks Printing 


DES MOINES 

Des Moines Register & Tribune 
DETROIT 

Ad Plate Engraving Co. 
Detroit Gravure Cerporation 


Newsplate Engraving Co, 

J. S. Van Alstyne "Photo Engraving 
DULUTH 

Duluth Herald & News-Tribune 
Duluth Photo Engraving 


DURHAM 
Durham Herald 


EDMONTON, Cenede 

pets Printers 
ic vertising 

Mcdonald 4 

Pazder Art ng 


ELGIN, tit. 
David C. Cook Publishing 


EL PASO 

Border Engraving 

Commercial Engraving 

The White House 

EMPORIA, Ken. 

*Kansas State Teachers College 


ERIE 

Forsythe Eegunteg 
National Service Engraving 
EUGENE 

Wiltshire’s Engraving 
EVANSVILLE, Ind. 
Keller-Crescent Company 


FARGO 
Dakota Photo Engraving 


FLINT 
Flint Graphic Service 
Flint Johnson Engraving 


FORT WORTH 

Hentz Engravers 

Process Engraving 
Southwestern Engraving 
Stafford Photo Engraving 
Worth Engravers 


FORT LAUDERDALE, Fie, 
Gore Publishing 
Photoengravers of Ft. Lauderdale 


FORT SMITH, Ark. 
Graphic Arts Engraving 


FORT WAYNE, Ind. 
Lincoln Engravers 


FRESNO, Celif, 
Bee Engraving 
Valley Engraving 


GALVESTON 
Galveston Photo Service 


GRAND RAPIDS 
Hughes Engraving 
Newspaper aving 


GREAT FALLS 
Great Falls Engraving 


GREENSBORO, WN. C, 
North State Engraving 
Photo-Engraving Co, 


HAMILTON, Cenede 
National Engravers 


HARRISBURG 
Patriot & Evening News 


HARTFORD, Conn, 
Shuttleworth, Inc. 


Warner Murphy Company 


HOLLYWOOD 
Gore Brothers Engraving 
Magoffin Co, 


Baker Colorplate Co, 
or te 
Houston Chronicle 
Houston Post 
en ee . 
ogers-Art Engraving 
San Jacinto Engraving 
Texas Engraving 
Wetmore & Company 


MUNTINGTON, West Ve. 
Huntington Publishing Co, 


THIS LIST WAS NECESSARILY COMPILED LONG BES@RE PUBLICATION, NEWEST LICENSEES ARE THEREFORE NOT SHOWN. 


HUNTSVILLE, Tex. 
*Sam Houston State Teachers College 


INDIANAPOLIS 

a E pws 
ianapolis Newspapers 

Ropkey .Engraving 

Service Engraving 

JACKSON 

Mississippi Engraving 

JACKSONVILLE, Fie, 


Aslinger Engravi 
Flori Times Union 


KANSAS CITY, Mo. 
Echo Photo Reproductions 
Heisler Engraving 

Kansas City Star 

Missouri Photo Engravers 
Nazarene Publishing House 
Repro-Tone Company 
Rush Offset Copy Service 


KNOXVILLE 
Knoxville News Sentinel 


LAWRENCE, Ken. 
Etchrite Engraving 


LEBANON, Pe. 
Lebanon Daily News 


LITTLE ROCK 
Little Rock Photo-Engraving 
Peerless Engraving 


LONG BEACH 
Independent Press Telegram Engr, 
Nelson’s Engraving House 


LONG ISLAND CITY 
Rogers Engraving 


Los ne 
Acme raving 
me Brothers, Lithographers 


lee rr 
*L. A. Trade Tech. Jr. College 
May Company 
Mission Engraving & Offset Plate 
Pacific Press 
Rapid Blue Print 


Roberts Engraving & Litho Plate 


LOUISVILLE 
Courier-Journal 


LUBBOCK 
Art Craft Engraving 
Reeves Photo-Engraving 


MADISON 
Widen Engraving 


MEMPHIS 

Bluff City Engraving 

eee ons 
lemphis raving 

Mid-South Engraving 


MIAMI 

Birmy Engraving 
Engravers, Inc. 

Floridian Photo Engraving 
Graphic Arts Engraving 
Miami Daily News 

Miami Herald Publishing 
Service Engraving 


MIAMI BEACH 
Beach Engraving 


MIDLAND, Tex. 
Reynolds Engraving 


MILWAUKEE 
Krus Engraving 
Milwaukee Journal 
Milwaukee Sentinel 


MINNEAPOLIS 

Bureau of Engraving 
Graphic Arts Engraving 
Midwest Printing 
Minneapolis Star & Tribune 
Weston Engraving 

MOBILE 

Gulf States Engraving 
Mobile Press Register 


MODESTO, Celif, 
Modesto Bee 


MONTGOMERY, Ale. 
Service Engraving 
MONTREAL, Caneda 
Bomac Engravers 
Gazette Printing 
Photogravure Ideal Photo 
Rapid, Grip & Batten - 
Standard to-Engraving 
Ce itol Engraving Com 

‘pe ‘aving pany 
Newspaper Printing Corporation 
Southern Engravers 
NEWARK, Ohio 
Advocate Printing 


NEW BEDFORD 
Maurice A, Hurley 


NEWPORT NEWS 
Daily Press 


(Cities are listed alphabetically) 


NEW ORLEANS 

New Orleans Engr. & Elec. 

Joseph B, Wrenn Engraving 

NEWTON, lowe 

Dun-Lap Manufacturing Co, 
d E 

Advertising Engraving 

Norfolk olen 

Norfolk Newspapers 

Southern Engraving 

OAKLAND 

Oakland National Engr. & Gravure 


OGDEN 
Western Arts Photo 


OKLAHOMA CITY 
Oklahoma Publishing 
Standard Engraving 

Star Engraving 

OMAHA 

Aladdin Engravin, 

FEPCO Theatre Advertisers 
Omaha World Herald 


ORETECH, Ore. 
*Oregon Technical Institute 


ORLANDO, Fie. 
Florida Engraving 
Orlando Engraving 


OTTAWA, Canede 
Bo-Flan Photo-Engraving 
Bomac Electrotype 
Jones Photo Engravers 
Rapid, Grip & Batten 


PENSACOLA 
Pensacola Engraving 


PEORIA, lil. 

Cameo Engraving 

Hagel Artcraft Engraving 
Peoria Engraving 


PHOENIX 
A-Bar-A Saquins 
Photo Engraving 
nix Engraving 
Republic & Gazette Engraving 


PITTSBURGH 
Liberty Engraving 


PITTSFIELD, Mess. 
Eagle Publishing Co. 


PORTLAND, Oregon 

American Engraving 

Beaver Engraving 

Emmons Engraving & Elec. 
Hicks-Chatien Engraving 

Journal Publishin, 

Oregon Engr. & _ eee Co. 
Robinson- Walker Engraving 


PORTSMOUTH, Ohio 
Compton Engraving & Printing 


PORTSMOUTH, Ve. 
Tidewater Engraving 


PROVIDENCE 
Barbett Photoengraving 
Roger Williams Engraving 


PUEBLO, Colo. 
Colorado Engraving 


RALEIGH 
News and Observer 


REDWOOD CITY, Celif, 
Star Photo-Engraving 


REGINA, Conede 
TriGraphic Engravers 


RENO 
Silver State Press 


RIVERSIDE, Colif. 
Rubidoux Printing 


ROANOKE 

Dixie Engraving 
Roanoke Engraving 
Roberts Engraving 
Southeastern Engraving 


ROCHESTER 
Franklin Engraving 


SACRAMENTO 
Alta Engraving 
Bee Engraving 

Dome Engraving 


SALT LAKE CITY 

Debouzek Engraving 

Graphic Arts Engraving 
Newspaper Agency Corp, 

J. P. Ridges Engraving 

Utah Engraving 

Zion's Cooperative Mercantile 
SAN ANGELO 

Red Rooster Photo & Engraving 


SAN ANTONIO 
Robinson Platemakers 


SAN BERNARDINO, Calif. 
Inland Printing & Engraving 
SAN DIEGO 

Carroll Photo Engraving 
Progressive Photo Engraving 
Sunset Engraving 

SAN FRANCISCO 

Acme Photo Engraving 
Graphic Arts ving 
oe J. Mann Co, 

Master Photo Engravin, 
Salter Brothers ” 
San Francisco Chronicle 
San Francisco News 
Sterling Engraving 


SAN JOSE, Colif. 

Coast Engraving 

San Jose Mercury Herald 
SAN MATEO, Calif. 
Premier Engravers 

SAN RAFAEL, Celif. 
Independent Journal 


SANTA ANA, Calif, 
Santa Ana Engraving 


yang BARBARA, Calif, 
Aristo vi 

*Robert W. Moline 

*Joseph C. Sanders 
SAVANNAH 

Savannah News-Press 
SCRANTON, Pa. 

Scranton Engraving Company 
SEATTLE 


Arteraft Engraving 
News Publishing 


Northwest Engraving 
Seattle Times 

Sterling Engraving 
Western Engraving 
SHREVEPORT 
Louisiana Engraving 
Shreveport Engraving 
SIOUX CITY 

Journal Tribune Publishing 
Service Engraving 
SPOKANE 

Parent Engraving 
Spokane American 
SPRINGFIELD, Mass. 
P & B Engraving Co. 
ST. Lous 

Central Engraving 

St. Louis Engraving 
ST. PAUL’ 

Photo Offset Plate Co, 
St. Paul Dispatch-Pioneer Press 
ST. PETERSBURG 

St. Petersburg Times 
Southern Engraving 
TACOMA 

Liberal Engraving 
West Coast Engravers 
TAMPA 

Johnston Printing 
Tribune Company 


TOLEDO 
Toledo Blade 
TOPEKA 
Capper Publications 
Topeka Engraving 
TORONTO, Cenede 
comes om, Ries 
oto eravin, ‘troty; 
Rapid Grip & Batten a 
TRENTON 
Leader Photo Engravers 
TUCSON 
Hollis Photo-Engravers 
TULSA 
Southwestern Engraving 
UNION CITY, WN. J. 
New City Printing 
VANCOUVER, Conede 
Cleland-Kent Western Lid, 
Repro Printing Plates 
Tri-Graphic 
Vancouver Province 
Zenith Engraving 
VANCOUVER, Wesh, 
Columbia Photo 
VICTORIA, Conede 
Flynn Engraving 
Island Engravers 
we 
Alco Engravin, 
Austin Tooke 
WASHINGTON, D. C, 
Washington Post 
WATERBURY, Conn, 
American-Republican 
WHEELING 
Wheeling News 
WICHITA, Ken, 
Wichita Beacon 
Wichita Eagle 
WICHITA FALLS, Tex, 
Story & Company 


WILKES-BARRE 
Barre Engraving Co, 


WINDSOR, Caneda 
Star Publishing Co, 


WINNIPEG, Cenede 
Brigdens of Winnipeg 
Bulman Brothers 

Graphic Art Engravers 
Process Plate Service 
Rapid Grip & Batten 
Stovel-Advocate Press 
Western Engraving Buseau 
WINSTON-SALEM 
Piedmont Engraving 


YOUNGSTOWN 
Photo Reproductions 
Youngstown Arc Engraving 


*Universities and Trade Schools 
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PLATE FILE RECORD 


i (Faden Bota tte Rae te od 
iam a 


How to Find Plates when You Need Them 


Here is how one agency files its engravings and 
electros, to make them easily found when needed. 


James E. Smith 

Account Executive 
Thomson Advertising Inc. 
Peoria, Ill. 


Your phone rings . . 
long distance. 

“Say Pete, ya’ know that plate we 
used in our November ’53 Engineer- 
ing News-Record ad?” 

“You mean the Jones Construc- 
tion Co. job?” 

“That’s the one. See if you can 
round up the plate. We might use it 
for the back page of our new prod- 
uct book.” 


. client calling 


> What’s your next move? When the 
client calls for specific plates, do 
you find ’em when you need ’em? 
Or do you face the same bottleneck 
other agencies do when they have 
to file many separate plates? 

Here’s how one agency, Thomson 
Advertising Inc., Peoria, IIll., solves 
the problem, and successfully con- 
trols its engravings and electros so 
they can find plates when they need 
‘em. 

The key to the system is a plate 
record file, composed of either 
84x11” or 17x22” cards. The cards 
are filed by the agency job num- 
bering system. 
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A plate is proofed on one side of 
the card. On the card’s other side is 
listed the respective ad job number; 
plate size, screen, color and mount- 
ing; client name; ad title; first pub- 
lication in which the plate ran, and 
its date of issue. Also noted is 
whether the plate filed is an original 
engraving or an electro. Each plate 
is numbered when filed, and this 
number recorded with the above in- 
formation. 

The balance of the plate file rec- 
ord card is devoted to space for 
listing current locations of the sub- 
ject plate, along with dates on 
which orders were given for ship- 
ping the plate. 

From this record, plates can be 
shipped from one publication to an- 
other, while the agency maintains 
complete control of the ad’s loca- 
tion. 


> In its plate storage area, Thomson 
has an alphabetical bin system, in- 
stead of filing plates by clients. Each 
lettered bin has “suffix” numbers, 
so bin slots for each engraving are 
noted as “A75,” “A76,” “AT77,” etc. 
As a plate is filed in a slot its file 
number is noted on the plate file 
record card. 

When a client calls for “that plate 


used in our November ’53 Engineer- 
ing News-Record ad,” the ad’s agen- 
cy job number is checked. By job 
number, the production department 
flips through its plate file record, 
checks the plate location, and, if the 
plate is in the agency files, can have 
it ready in five minutes. 


> Thomson has found three basic 
advantages of filing plates by num- 
bers rather than by client name. 
First, as an old plate is discarded, a 
new plate is filed in any available 
space. The new plate then carries 


Right at Hand . . . Guided by the control 
card, on which a proof of the plate has 
been run off, the file clerk can go di- 
rectly to the right bin and the right 
package. Shelf space is used efficiently. 
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Kagle-A Trojan Bond ltadiant White 


It’s startling—the way the brilliant whiteness of Eagle-A Trojan Bond Radiant White adds 
impact to a printing job! And it costs so little to put business stationery and direct mail on 


this outstanding fluorescent bond. It’s a new 25% cotton fiber Trojan Bond paper — ideal for 
every printing process, including raised printing. 


Comes in standard weights and sizes and envelopes EAGLE -A PAP ERS 
to match, For a sample portfolio, write to Dept. A. L%*#!) Better papers are made with Cotton Fiber 


AMERICAN WRITING PAPER CORPORATION, HOLYOKE, MASS., MAKERS OF EAGLE-A COUPON BOND AND OTHER FINE EAGLE-A PAPERS 
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CADILLAC 


PRINTING & LITHOGRAPHING CORP. 
812 West Van Buren Street « Chicago lilinois 
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SPECIALTY 


NORTHWESTERN 
PHOTO ENGRAVING CO. 


328 S. JEFFERSON ST., CHICAGO 6G, ILL. 
STate 2-3939 


24 hour a day service on quality black and white plates. 
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the number of its respective file slot. 
Using space as it becomes available 
eliminates any need for reshifting 
plates in a bin occupied by just one 
client. 

Second, the agency is able to save 
space by using only a few large 
bins for the larger plates instead of 
making sure that bins for each 
client are all large enough to hold 
big engravings if the need arises. 

Third, Thomson clients in distant 
cities can review their plates on file 
simply by checking their cards sent 
by the agency. Clients review their 
plate file cards annually, telling 
Thomson to “keep” or “kill” certain 
plates. By this method, files are re- 
viewed more often than they nor- 
mally would be, and additional stor- 
age space is saved. 


> Follow-up service to the client is 
often as important as the original 
promotion idea. Here’s a system that 
helps provide good service by locat- 
ing plates made as far back as 1946, 
and gives its user the information 
needed, when he needs it. It’s sim- 
ple. It saves time. It saves space. It 
could help you find plates when you 
need ’em. 44 


Peerless Introduces 
New Photocopy Process 


Peerless Photo Products, Shore- 
ham, N. Y. manufacturer of photo- 
copy equipment, announces a new 
office photocopy process that em- 
ploys the silver photography method 
but requires only a single sensitized 
sheet plus the original copy. 

Called the “Quick Silver” process, 
it is explained by Peerless in a fold- 
er which also illustrates the required 
equipment. The equipment includes 
a combination printer-processor and 
a special low-cost processor which 
can be used with any standard 
photocopy printer. 

The Quick Silver process is said 
to make either one copy or one 
hundred economically at the rate of 
four per minute. 
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Automatic Stapler 
Needs No Controls 


A new completely automatic elec- 
tric stapler has been introduced by 
Staplex Co., Brooklyn, N. Y. Called 
the Staplex S-54, the unit needs no 
hand or foot controls for operation. 
To staple, the operator merely in- 
serts the material to be stapled into 
the unit and the machine drives a 
standard staple. 

The S-54 has no motor and there- 





waite we PPLE ce sk Ana 
No Motor . . Staplex Co.’s new stapler 
requires no motor, no controls, operates 
automatically when paper is inserted. 


fore does not have to be turned off 
and on. The machine operates only 
as work is fed to it, the insertion of 
material triggering the operation of 
a magnetic field. 44 


Engraving Device Draws 
Lines—tElectronically 


An automatic electronic engrav- 
ing machine, claimed to be more 
than twice as fast as any other 
standard electronic engraver, is de- 
scribed in a folder available from 
Elgrama Sales Co., La Salle, Ill. 

A product of Switzerland, the El- 
grama electronic engraving machine 
makes plates on metal or plastic 
directly from original art or photo- 
graphs. The operator merely sets 
and starts the machine. 

The device produces lines rather 
than halftone dots. The lines are 
drawn by an electronically actuated 
stylus as the plate revolves on a 
cylinder. The unit also makes line 
engravings. 

The La Salle (Ill.) News-Tribune 
was selected some time ago to field 
test the new Elgrama Mark IV. The 
model is still in operation there. In 
fact, the News-Tribune serves, 
through a separate corporate setup 
(Elgrama Sales Co.), as United 
States sales agent for Elgrama, Ltd. 
of Zurich. 
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Foil Album Cover 
Seen As Trend Setter 


The use of foil by the phonograph 
record industry for album covers 
and promotional materials will in- 
crease rapidly in future months. 
That is the prediction of Merle E. 


Perhaps it’s time for a fresh design 
and a bright new WESTON paper 


Your printer, advertising agency or letterhead designer will 
gladly suggest a new design and a paper of appropriate quality 
from the complete family of Weston cotton fiber letterhead 
papers — including Old Hampshire Bond (Extra 

No. 1, 100%), Defiance Bond (100%), Win- 

chester Bond (50%), Weston Bond (25%) and 

Weston’s Hand Weave (25%). Write Dept. 

for samples. 


Better Papers are made with cotton fiber 


BYRON WESTON COMPANY 
Dalton, Massachusetts 


Makers of Papers for Business Records Since 1863 


W ESTO N PAPE RS 


Leading Makers of: LETTERHEAD PAPERS + POLICY PAPERS + LEDGER PAPERS + INDEX BRISTOLS 
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Personalize your sales literature — 
catalogs, price lists, presentations— 
with attractively printed front cover 
designs. Accopress® binders will be 
printed to order—artistically, inex- 
pensively, in colors and/or embossed. 
Presentation covers also available 
with die-cut panel and acetate 
window. 


New instant binder for sales presen- 
tations, photos, catalog sheets, work 
sheets. Grips at a touch of the finger! 
No marring. Of firm genuine press- 
board, Accogrip* stands up in use, 
stays bright and new-looking for 
years. Red, black, grey, green or 
blue. Letter, legal or special sizes. 


@Registered Trade Mark 
*TM pending 


For more ideas on up-to-date filing 
and presentation aids, ask for Acco’s 
new booklet “Ideas That Save Time 
and Space” — free at better office out- 
fitters, or write 


ACCO PRODUCTS 


A Division or Natser CorPoraTION 
Ogdensburg, N. Y. 
In Canada: Acco Canadian Co., Ltd., Toronto 
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Schirado, director of merchandising 
and packaging, Mercury Records. 
The increase foreseen by Mr. 
Schirado will be brought about, he 
added, by the “highly competitive 
nature of record shop merchandis- 
ing.” 

Mr. Schirado’s company recently 
issued a new stereophonic recording 
in a gold-colored aluminum foil 
cover. A unique feature of the rec- 
ord sleeve is an outer covering of 
clear cellulose film which protects 
the foil against scuffing. The album 
is entitled “Music/Sound Spectacu- 
lar.” 

Kaiser Aluminum & Chemical 
Sales, Chicago, supplied the foil and 
assisted mercury in the production 
of the jacket. The cover is made 
of 0.00035 thickness gold lacquered 
foil laminated to 60 pound coated 
litho sheet. After four-color litho- 
graphing of the illustration and 
copy, the protective cellulose film 
was applied and the foil lamination 
was bonded to sleeve board. 

Said Mr. Schirado, “We expect 
that the beauty of this material and 
the way it seems to bring printed 
areas to life will influence the sale 
of the album substantially—perhaps 
25% above conventional packag- 
ing.” 44 


Champion Paper Offers 
‘Pocketful of Folds’ 


A new type of idea kit is being 
distributed by Champion Paper & 
Fibre Co., Hamilton, Ohio. The kit 
features—of all things—paper folds. 
The folds are made on samples of 
four different Champion grades. 

Entitled “Plain and Fancy Folds,” 
the kit is intended to start print 
buyers thinking about the variety 
of effects created by printed mes- 
sages with unusual folds. An inside 
pocket, entitled “Fancy Folds,” 
holds the four paper samples folded 
in unusual patterns. A flap, entitled 
“Plain Folds,” features 19 folds 
simple enough to be clearly illus- 
trated in diagrams. 
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Photopolymer Plates 
Get Trade Name 


E. I. duPont deNemours & Co., 
Wilmington, Del., has given a trade 
name to its new photopolymer 
printing plates. They have been 
trademarked and will henceforth be 
known as “Dycril.” 

Paul H. Smith, manager of Du- 
Pont’s photopolymer printing plate 
sales development program made 
the announcement in San Francisco 


at the annual Pacific Society Con- 
ference of the San Francisco Club 
of International Printing House 
Craftsmen. 

The photopolymer plate, still in 
the experimental stage, is made of 
a light-sensitive plastic material. 
Ultraviolet rays, passing through 
the transparent areas of a negative, 
strike the plate and render those 
areas insoluble. Unaffected areas 
remain soluble and are washed out 
in an alkaline solution. 

“Limited commercial availability 
is expected to be the next step,” Mr. 
Smith told his audience, but he em- 
phasized that the plates are still ex- 
perimental and under continuous 
field evaluation. 44 


Magazine In Magazine 
Hails Anniversary 


Chas. Pfizer & Co., Brooklyn, 
N. Y., commemorated its 110th an- 
niversary by making a recent issue 
of its employe publication literally 
a magazine within a magazine. 

A special 12-page anniversary 
brochure, on special paper stock, 
was stapled to the center spread of 
the 12-page monthly magazine. A 
single staple bound the two mag- 
azines together. However, each 
magazine was individually stapled 
also so that, when the joining staple 
was removed, both sections re- 
mained individually bound. 

The anniversary portion, printed 
by offset in two colors, contains 
articles devoted to company history, 
Pfizer today and a glimpse into the 
company’s future. The remaining 12 
pages of the issue were printed by 
letterpress with a two-color cover. 

Extra copies of the special section 
are being distributed to share own- 
ers and community members in 
areas where Pfizer plants, labora- 
tories and branch offices are lo- 
cated. 44 


Tour In Pictures 
Reveals Papermaking 


Collectors of information on how 
paper is made will welcome “A Pic- 
torial Tour Through the Finch, 
Pruyn Paper Mill,” a 12-page bro- 
chure published by Finch, Pruyn & 
Co., Glens Falls, N. Y. 

The brochure is primarily com- 
posed of pictures of the company’s 
plant and facilities. A brief history 
of Finch, Pruyn is also included. A 
highlight of the booklet is the center 
spread which portrays, in diagram 
form, the entire papermaking proc- 
ess from logging to shipping the fin- 
ished paper product. 
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This side of this insert is printed by 
Offset and the reverse side is printed 
by letterpress — to show the fine half- 
tone printing quality of the DUAL- 
PURPOSE coating of Cover Bristol. 


ESOPUS TINTS COVER-BRISTOL 


Canary, Pink, Blue, India, Green and Peach. 


Basis 20x26 23x29 23x35 26x40 
20x26—80 160M 209M 248M 320M 


ESOPUS TINTS TEXT 


Canary, Pink, Blue, India, Green, Peach and 
Goldenrod. 


Basis 23 x 35 25 x 38 35 x 45 
70 118M 140M 232M 
80 160M 


merchants everywhere. 


Printed on Cantine’s Esopus Tints 20 x 26—80 
(160M) Inks by Pope & Gray. 


2-COLOR EFFECTS 
WITH ONE INK IMPRESSION 


or 3-color effects with two impressions 


Cantine’s Esopus Tints Text and Cover papers give highly 


detailed, commercially perfect reproductions of fine-screen 
halftones by letterpress or offset. The color of the paper itself 
reduces the number of press impressions necessary for pleasing 
new color effects at substantial savings in money and press time. 


THE MARTIN CANTINE COMPANY 
Saugerties, N.Y. 


Specialists in Coated Papers since 1888. 
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This side of this insert is print- 
ed by LETTERPRESS and the 
reverse side is printed by 
offset — to demonstrate the 


fine halftone printing quality of 
the DUAL PURPOSE coating of 


CANTINE’S 
ESOPUS TINTS 
Cover-Bristo] 
20x26—80 160M 





‘ : ; Pill Jupiter, Baalbak, Lebanon, Photo by Grant Whit 
Made in beautiful pastel coatings satanic > saepeianaes ve ee ee 


that give two-color effects with : 
one ink impression but are soft The chief purpose of halftone printing and lithography is to) 


enough for the finest halftone reproduce photographs in realistic detail. Cantine’s Coated| 

reproductions. (Seereverseside) Papers enable the commercial printer to catch minute detail 
with fidelity and economy. The new Esopus Tints Bristol 
Covers match the popular Esopus Tints Texts in pastel shades 
deep enough to give 2-tone printing effects with one impres- 
sion yet soft enough not to dominate the illustrations. Sold 
through leading merchants. Samples on request. 


THE MARTIN CANTINE COMPANY 
Saugerties, N.Y. 
Specialists in Coated Papers since 1888. 


lanmui/oef COATED PAPERS 


For LETTERPRESS: Hi-Arts, Ashokan, M-C Folding, Velvetone, 
Esopus (Text, Cover and Post Card). 


For OFFSET: Hi-Arts, Lithogloss C.I.S., Zenagloss C.2.S. Cover and 
Text, Esopus (Text, Cover and Post Card). 


200 EAST ILLINOIS STREET 


The ideal climate for successful advertising in 
Advertising Requirements is supplied by the 
unique and winning combination of editorial and 
circulation coverage of its market. 


Only in AR does the reader get specialized, 
authoritative information on the use of equipment, 
materials, supplies and services needed to produce 
the $3 billion of production, promotion and mer- 


chandising tools required by the burgeoning 
advertising market. 


Only in AR does the advertiser get an audience 


which includes most of the important professional 
buyers throughout the country, in all lines, among 
both advertisers and agencies. 


Here is the winning combination of editorial and 
circulation coverage which has made Advertising 
Requirements the big producer for advertisers of 
paper, printing, typography, plates, signs and dis- 
plays, specialties and premiums, direct advertis- 
ing, audio and visual aids, labels and packaging, 
broadcast advertising materials and all of the 
other products and services needed to support the 
advertising activities of the nation. 


When you use this unique combination, you unlock 
the door to the greatest volume of buying power in these fields! 


Workbook of Advertising & Calor Promotion 


Published By The Publishers of ADVERTISING AGE 
and INDUSTRIAL MARKETING 


e CHICAGO 11, ILLINOIS @ 630 THIRD AVE. » 
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CBS Radio This mood photo was created to ad- 
vertise the show ‘Whispering Streets.’’ Using 
models Ann Allee of Plaza 5 Agency and Colin 
Fox of Hartford Agency, the problem was to 
show the romance and mystery of New York. 
Photographed at 4 a.m. at the corner of 79th 


| HE translation of a mood, the de- 
velopment of a concept, the visual- 
ization of an idea in an art director’s 
mind, the creation of a selling and telling 
picture “worth a thousand words’—this 
is the job of today’s advertising photog- 
rapher. 

One of today’s outstanding advertising 
photographers, with an exceptional ver- 


126 @ Art & Photography 


St. and 5th Av. following a rainy night. Taxi 
driver received $35 for being available at that 
hour. Ann’‘s dress, sweeping the rainy pave- 
ment, is a $1,200 creation. Photography 
worked out with Art Director Bob Page, Doyle 
Dane Bernbach. 


satility, who has established this rapport 
with the art director, is Wingate Paine, 
New York. 

Equally adept at reportage, caricature, 
fashion or straight product visualization, 
ads which he has helped create have been 
featured in Photography Annual and 
have won awards in art directors’ shows 
in New York, Chicago, and Cleveland. 





State Farm Mutual This campaign through Needham, Louis & Brorby, Art 
Director Frank Johnson, is a Paine favorite. Basic theme is “‘the moment 
of truth” and is one of identification with the reader’s most common emo- 
tions. Representative of all of us when we hear we’re paying more for in- 


surance than we should. Model was Jim Kirk of the Burke McHugh Agency 
who posed through 72 shots to achieve this effect. 


Levy’s Bread Working with Art Director 
William Taubin of Doyle Dane Bern- 
bach, the problem was to create a mem- 
ory of, and a longing for, the finest 
sandwich ever built. Naturally, that 
sandwich could only be built with the 
rich, tingling flavor of Levy’s Jewish Rye. 
It was built by affixing the vegetables to 
a_ straightened coat hanger. Photo- 
graphed in color for a four-color poster. 


Mr. Mort In fashion you have only one 
basic problem, that of showing the dress 
in the most interesting way. One solution 
is to make the model challenge the 
photographer, and through him the read- 
er. Done for Art Director Lee Batlin of 
Altman Stoller Inc. to feature a dress for 
Mr. Mort. Fine, grey thread, blending with 
the background, holds the streamers at 
the proper saucy angle. 


Ohrbach’s This photographic tie-in with 


a universal symbol of Christmas—’’Even 
Old Timer’s Ale Problem here was to op- Scrooge will smile at Obhrbach’s prices’ 


peal to Everyman. Perspiration—created 4 —was another ad worked out 
with glycerine—the foaming glass, bot- cooperation with Doyle Dane Bernbach’s 
tle, all combine to get the message of Art Director Bob Page. Bill Beach of the 


in close 


a cool, refreshing lull in a hot day, Pat Allen Agency is Scrooge, the beaver 
across simply and powerfully. Pat Bird- hat, scarf, glasses and coat from Brooks 
sall from Hartford Agency is the perspir- Costumes. 

ing gent. Done for Art Director David 

London, Wyse Advertising, Cleveland. 
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WHAT'S THE BIG 


By Beatrice Adams 
Vice-president 

Gardner Advertising Company 
St. Louis 


This is a delightful, delirious age 
in which to be in advertising. About 
the time temporary quiet is achieved 
in one corner of the earth, the lid 
blows off somewhere else. But in 
the world of advertising, we man- 
age to keep one battle—the research 
battle—going long enough to get al- 
most everyone into it. 

Some say advertising research is 
flimsy. Others say it’s so potent that 
we use it to manipulate an unsus- 
pecting public. Some whimper about 
creative being upstaged by research. 
Others complain that creative ig- 
nores research. 

Meanwhile, back at the ranch — 
that noisy ranch known as the Cre- 
ative Department — someone bends 
over a typewriter or a scratch pad 
or a drawing board, sweating it out 
to find the answer to the everlasting 
question: What’s the big idea? 
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IDEA? 


Advertising impact can often be wasted, 
when its central concept is weak and diffuse, 


says this advertising agency executive. 


> But getting the big idea is only 
half the struggle. The other half is 
communicating it — with wisdom 
and warmth and human understand- 
ing. Research can light up dark 
corners, can clear up foggy notions, 
can paint clearer pictures of mar- 
kets and people and ways of living 
and thinking. But creative starts 
where research stops. 

Research cannot give you answers 
about ideas as yet unborn. And 
that brings us right back to the 
typewriter, the scratch pad, the 
drawing board, where the big idea 
is begat, and where decisions are 
made about how it should be com- 
municated. The biggest, brightest 
idea can be lost in the shuffle unless 
it’s communicated with a rich and 
real understanding of what it takes 
to turn a dream into a demand. 

In too many advertisements, the 
big idea (assuming there was one to 
start with) is buried under a moun- 
tain of mole-hill words. And it’s il- 
lustrated by an illustration that 
doesn’t illustrate anything except 


vacuum-packed thinking. How do 
we manage to be so cleverly ob- 
scure? Why do we have to be so 
gabby? Maybe it’s because we 
learned to talk before we learned to 


think, and we never got over the 
habit. 


> A year ago I returned from my 
very first trip to Europe excited, up 
in the clouds, filled with the wonder 
of all the names and places, all the 
things I'd read about suddenly com- 
ing to life for me. 

And in a small, unexpected way, 
I came upon an idea which, if pur- 
sued, could help you to better com- 
municate the big idea, and also to 
help you ward off some of those 
compulsive changes that non-cre- 
ative people love to make. 

The idea is a very simple one. In 
Europe they have learned, perhaps 
through necessity, to communicate 
without any words. This is certainly 
not new and startling, but the ex- 
amples I’ve chosen here communi- 
cate so clearly that maybe they’ll 
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blocks of copy 
for layouts with... 


Craft?nt ne 
ORwWEG 


New thin-gauged, self-adhering acetate sheets give the impression of “indicated” lettering. Craftint 


COPY-BLOCK is designed to indicate blocks of copy quickly and accurately on comprehensive lay- 
outs and dummies. 


The new sheets relieve artists and layout men from the tedious job of drawing even pencil lines to 
indicate a block of copy. 


COPY-BLOCK is easy to use. Just place the sheet in position on the layout, cut to the size desired, 
remove backing sheet and burnish down. 


COPY-BLOCK is available in the three sizes of type generally used in body copy ... 8, 10 and 12 
point. The lines contain the normal leading that would be found in text matter. 


In addition to the three sizes, a sheet containing all three point sizes is also available. Order CB 8-10-12. 
Standard COPY-BLOCK 8” x 12” print area $ .85 per sheet 
Thermo COPY-BLOCK (Heat-resisting adhesive) 8” x 12" print area...41,10 per sheet 
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SREE Craftint’s Brand new, Shading 
Mediums Catalogue #4... featuring the world’s 
most complete line of shadings, symbols and 
alphabets! Craf-Type * Craf-Tone « Craft- 
Color « Craft-Copy * Copy-Block * Double- 
tone Drawing Paper * Doubletone Tracing 
Vellum * Singletone Drawing Paper * Multi- 
color Process * Top Sheet Shading Films! 
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, " Sample of Copy Block Pattern 
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CB-8 ; THE Craftint MANUFACTURING CO. 


1615 COLLAMER AVENUE + CLEVELAND 10, OHIO 


Yes, send me FREE the world’s most complete Shading Medium Catalogue [] 
Yes, send me FREE actual sample of Copy-Block Pattern 


0 ylle ohon Hol clhho ollolly cynollo alle 
hhe ollolly cynollo ullonhe yllo ohon Hol ll 
ollolla cynollo nilonhe yllo ohon Hol clhhe 
CB-10 10-Point NAME 


TITLE 
clhhe ollol lucynollo ullonho yllo oho 


Holle ullonhe yllo chon Holelhho ollol 


tho ytle oho ohon tol clhho ollolly ¢) 
CB-12 


COMPANY 
ADDRESS 
CITY. 
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The handiest color tool for 
every artist and designer... 


TRU-TONE 


Lhe birst 
(creat live 
\lvarnice 


SWATCH BOOK 
=, OF 237 
COORDINATED 
COLORED 
PAPERS 


For making layouts, dummies, packages, or for 
color backgrounds — this pocket size swatch 
book will save you time and guesswork. It's 
divided inte 2 palettes of compatibly balanced 
colors — each palette of pigment-related colors 
that are visually perfect to use together — 237 
colors INCLUD! 30 SHADES OF GRAY! 


From the swatch book you can order full size“ 


18x24 sheets that will EXACTLY match your 
sample, will take all mediums and will not 
stain from rubber cement. 

TRU-TONE SWATCH BOOK..... $4.00 
TRU-TONE SHEET 18x24 .30 Each 


introductory offer: Portfolio of 1 each of 237 
sheets plus TRU-TONE swatch book. 


($77.90 Value) only $69.50 


Write on your letterhead 
for — page ware of 
art supplies — En- 
cyclopedia of “artists 
Materials." 


ARTHUR BROWN & BRO., Inc. 
2 W. 46th St. New York 36, N. Y. 


AB a ee 
TTS ee 


4-COLOR BULLETINS 


Here's the © 


SEND FOR FREE CATALOG 


aaa 
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Four Ads that Missed . . 


. None ok these four ads, excellent though they may be in 


execution, had, according to the author, the big idea needed to make them work. 


inspire you to put forth that extra 
effort it takes to turn a good advef- 
tisement into a great and memor- 
able one. 


> On the wall of my hotel room in 
Paris were three buttons. No words 
explained their purpose. None were 
needed. A simple picture beside 
each button made it perfectly clear 
which to push when you needed 
service. 

In the bathroom, there was no 
need to test the faucets to find out 
which was hot and which was cold. 
On one was a bright red ring; on 
the other, a cold blue ring. The big 
idea was plain as plain could be. 

In the train from Paris to Venice 
were other talking pictures. Which 
button to push for lights? The one 
with a white circle around it. Which 
for the porter? The one with a bell 
on it, as anyone would know. More 
heat . . . less heat? A red arrow and 
a cold blue arrow showed me which 
way to turn the knob. 


> On highways, the messages were 
equally graphic. Instead of a sign 
saying “Warning” in one language, 
there was a simple sign — a picture 
of a big, fat exclamation point, 
which speaks in every language. 


Instead of words to tell you “Men 
at Work,” a picture said it faster, 
more clearly. The picture of a man 
with a shovel speaks an interna- 
tional language. 

Instead of a wordy sign to tell you 
that you were in a no passing zone, 
there was another simple picture 
sign. 

How often have you seen, and 
perhaps chuckled at, the sign “Slow 

. Children”? In Europe there is a 
sign, a picture of children that tells 
you there are children around. And 
what’s more, it tells you without 
words. 

Ever drive around mountains and 
see a sign that read “Danger... 
Falling Rock”? Don’t you get the 
message from the sign that tells you 
the story regardless of language 
barrier? 


> These simple word-pictures may 
not haunt you as they haunt me. 
But I do believe advertising could 
be more powerful, more profitable, 
and less of a puzzlement if creative 
people did just one thing. And that 
is to try hard to communicate the 
big idea without using words. 
Even though you have some juicy 
phrases in mind for the headline or 
the copy, go as far as you possibly 





"Bites through snow thats HUB-CAP DEEP 
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* 
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Four Ads that Hit . . . These four, different in layout and mood, all shared in common, 


ALL NEW. SUBURBA'" ITE BY GOODYEAR 
v 


——— 


says the author, possession of the big idea which makes them effective. 


can in communicating your big idea 
pictorially. When you know your 
picture tells as much of the story as 
any picture possibly could, then add 
your words. Add them sparingly 
and with purpose, as you would add 
pungent seasonings. Choose them 
carefully. Make each word work for 
you to deliver a clean-cut promise 
and to stir the emotions. 


> The examples accompanying this 
article are some that were pulled 
from national magazines. Some have 
the big idea; others don’t. The latter 
have had their names deleted to pro- 
tect the guilty. Who is guilty? I don’t 
know, but someone is. Guilty of not 
having an idea in the first place. 
Guilty of failing to communicate the 
idea, if there was one. Guilty of 
meddling with an idea until it loses 
all its virility. Or of trying to please 
everyone who wants to make some 
pathetic little revision. 

Some define advertising as opin- 
ion-changing or attitude-changing. 
More than all else, my impression 
is that the most compelling adver- 
tising is mood-changing. And this, I 
suggest, can be accomplished more 
surely when you communicate your 
big idea with arresting word-pic- 


tures, and carefully chosen picture- 
words, 

It isn’t always possible and it’s 
never easy. But when it can be 
done, I predict two things: 


1. There will be fewer changes 
made as your brain child makes its 
merry rounds for final okaying; 


2. The answer to the vital question 
will be so beautifully manifest that 


few, if any, will ask: What’s the big 
idea? 44 


To See Better With... 


Viewers Improve 
Slide Inspection 


The increasing use of color and 
color slides has made the light box 
a more widely accepted tool for the 
artist and adman. New models are 
appearing on the market, each de- 
signed for special uses. 


Slide Designed especial- 
Sorter ly for quick view- 

ing of 35mm slides, 
the Slide-Sorter, manufactured by 
H. E. Geist Co., 8620 Lorain Av., 


GLOSSY PHOTOS 
IN QUANTITY 


We make 
what we be- 
lieve to be the 
best genuine 
gi photos 


in the busi- 


ness. 

We believe 
this because 
our customers 
say so and 
keep coming 
back year 
after year. 


PRICE LIST 
8x10 GLOSSY PHOTOS 


Cepy negatives of your prints, $1.65 
negative. 


Samples, other sizes, 


MAJOR PHOTO Co. 
Commercial Photographers 


116-118 W. Ohio St. 


Dept. S-9 e 


«+ + FASTEST 
MOST ACCURATE 
PROJECTIONS 
FOR LAYOUTS 
AND SCALING 


WRITE FOR 
Real 101 to 


* Chi 10, Iineis 
Telephone:MI chigan 2-5651 


The M. P. GOODKIN CO. 
112-120 Arlington St., Newark 2, N.J. 
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Cleveland 2, holds up to 40 2x2 
transparencies on a level plastic 
surface illuminated from below. 

It can also be used as a retouch- 
ing table or for cutting mimeo 
stencils. Light is furnished by a 40- 
watt incandescent bulb. The list 
price is $12.95. 


Multi-Purpose This new viewer, 
Magnifier from Burke & 

James, 321 S. Wa- 
bash Av., Chicago 4, offers a work 
surface 84x11” in size. It has two 
illumination systems, one which 
lights the work surface from be- 
low, for viewing transparencies or 
other translucent material, the other 
which lights the surface from above, 
for opaque material. 

The two lighting systems work 
independently. The device also has 
a 6x6” optically ground magnifying 
glass for fine inspection and work. 

The price is $59.50, without lamps. 


Versatile A 
3-Way Viewer 


combination 
viewer and light 
table has been in- 
troduced by Activ-Ad Inc., 21 S. 
Erie St., Toledo. 

Weighing only three pounds, the 
body is made of high impact plas- 
tic. With a Plexiglas top, 1134x1534”, 





CRESCENT 
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the list price is $19.95. With a 
flashed opal glass top, it lists at 
$24.95. 

When set on its base, it has a 
slight slant for use as a light ta- 
ble. When set on its horizontal side, 
the top is at a 45° angle. Placed 
on end, the viewing surface is verti- 
cal. 


Lacey-Luci 


A new light box, 
Visionaire 


with a 15x19” 
viewing surface, 
has been introduced by Lacey-Luci 
Products, 31 Central Av., Newark 
2, N. J. 

Illumination is by four 15-watt 
fluorescent lamps, which give an 
even distribution of light over the 
large viewing surface of 3/16” 
milk-white plastic. 

It may be used on the copyboards 
of all Lacey-Luci Cameras and Vis- 
ualizers for projecting color trans- 
parencies. The unit, 19x23x5’’, sells 
for $55. 44 


New Compact Visualizer 
Needs Little Room 
Lacey-Luci Products, 31 Central 


Av., Newark 2, N. J., has introduced 
a visualizer designed to fill the need 





CARDBOARD COMPANY 





Space Saver . . Lacey-Luci’s new com- 
pact visualizer takes up little floor 
space, has relatively large work area. 


for a compact instrument used in 
the making of layouts, tracings, 
swipes and engineering drawings 
where there is limited floor space 
and no need for a large work sur- 
face. 

Called the “Cromwell” visualizer, 
the unit is much smaller than the 
company’s standard size model, yet 
incorporates important features of 
the larger model. It occupies 21x37” 
of floor space, yet has a copyboard 
measuring 20x20’ and a viewing 
area of 14x16” in size. It is built on 
an angle, allowing the user to work 
comfortably on the inclined view- 
ing area. It incorporates a new form 
of shaft mechanism which makes a 
focus locking device unnecessary. 

Of sturdy steel construction with 
an office green finish, the device is 
equipped with a 4” Wollensak lens 
which gives 400% enlargement or 
reduction. The Lacey-Luci Crom- 
well Visualizer sells for $279. 44 


Pens and Pencils... 


Ancient Tools 
Keep Improving 


The pen and pencil are such fa- 
miliar implements of people who 
write, and have been used for so 
long, that one would think that 
nothing could be done to improve 
quality. But new announcements 
keep coming from manufacturers 
who are developing items with new 
and improved features. 


Better Lead The 
Pencil Offered 


Venus 3500, 
according to the 
claims of its maker, 
Venus Pen & Pencil Corp., Lewis- 
burg, Tenn., will write as black as 





By all the accepted standards for judging 
and evaluating a fine motor car— 
performance, beauty, luxury and distinction 
define a recognized leader. These same 
qualities define the finest of layout 

and visualizing paper... 


The Dalton “Admaster” has earned a place 
in Seciety* as the paper most chosen for 
“blue chip” comps and layouts, why? 
Dalton “Admaster” performs professionally. 
Brilliant whiteness, 100 per cent rag and 

2 degree surfaces and 2 weights answer 
every layout situation. Responds perfectly 
to pastels, charcoal, pencil, ink, colored 
pencils, even washes. Dalton “Admaster” is 
an expertly made pad... you'll recognize 
by its handsome pink cover. 


The price of a really top flight paper is 
minute in the overall cost. Art directors, 

ad designers and layout men will settle for 
nothing less. 


% RA 
O Ne. 
0 No. 
0) Ne. 
O Ne. 
O Ne. 
W No. 
0) Ne. 
0 Ne. 


z 


Prove it to yourself and once you step 

into the really finer class you'll wonder why 

you hadn‘t discovered Dalton “Admaster” 
efore. 


*“Society” of Ad-men, A.D.’s, Designers, 
Ad Consultants and layout men. 


BIEN-FAIT 
DEPENDABLE 
ns + Paper Co., Inc. 


Metuchen, N. J. 


printed on Dalton ‘‘Admaster” No. 406-R 





a 
1 


(GV "‘admaster 


ATLANTA, Go. 

BINDER'S GIFT & FRAME SHOP 

74 Broad St. N. W. — WA-1477 

SOUTHEASTERN ART SUPPLY CO 

8 North Ave. N. E. — TRinity 3-2068 
CHICAGO, Ill. 

BOWERS ARTIST & DRAFTING MATERIALS 

500 N. Parkside Ave. — EStebrook 8-6266 

THE BPUDNO ART SUPPLY CO. 

601 NM. Stote St. — SUperior 7-0030 

SHELDON’S ART & DRAFTING SUPPLIES, INC. 

155 &. Ohio St. — WHiteholl 3-2244 
CINCINNATI, Ohio 

THE POUNSFORD STATIONERY CO 

422 Main St. — MAin-2385 
CLAYTON, Missouri 


ART MART, INC 
31 NM. Meramec St. — PA 5-7858 


CLEVELAND, Ohio 
MORSE GRAPHIC ART SUPPLY CO. 
1392 Ontaric St. — MAin 1-4175 
OHIO ART MATERIALS CO 
2174-76 E. 9th St. — TOwer 1-341 
DENVER, Colorado 


SPIVAK ART SUPPLY CO. 
1024 17th St. — KE 4-3505 


DES MOINES, lowa 


DES MOINES STATIONERY CO. 
507-509 Locust $1. — ATiontic 6-480! 


DETROIT, Michigan 
DRAFTING MATERIALS, INC. 
4651 Woodwerd Ave. — Timple 3-9616-7 
GARTH'S DEVOE PAINT STORE 
1813 Broadway — WOodwerd 3.3660 
(LEWIS ARTIST SUPPLY CO 
6408 Woedwora Ave — TR 1.0150 
FA. PERINE 
4424 Woedword Ave — TOwnsend 8-5873 
Res. Témple 1.7423 


FANWOOD, N.J. 


WILTON PRODUCTS CO 
250 South Ave. — FAnwoed 272-6668 


GRAND RAPIDS, Michigan 


ANDERSON ARTIST SUPPLY CO 
26-30 Levis NN. W. —~ Gi 9.8732 
DOUMA 4 SON 

306 Monroe Ave. — 86-9393 


HOUSTON, Texas 

JONNSTON ART SUPPLY 

2020 Travis St. — CApitol 2-0168 
INDIANAPOUS, Ind. 


BATES BROS. PHOTOCOPY SERVICE 
201 N. Delaware St. — MArket 9559 
LOS ANGELES, Cal. 
CALIFORNIA ARTISTS MATERIALS 
2420 W. 7th St, — DUnkirk 5-2436-37 
4. G. DANIELS CO. 
2543 W. 6th St. — OUnkirk 1-133! 
MIAMI, Florida 
ASSOCIATED ARTISTS 
1822 Biscayne Bivd. — Miomi 3-3562 
CREST ART INC. OF FLORIDA 
1160 W. Flagler St. — FR 8545 


MILWAUKEE, Wisc. 
ARTIST & DISPLAY SUPPLY CO. 
813 W. Wisconsin Ave. — BRoodway 1-7198 
PALETTE SHOP 
762 N, Milwaukee St. — BRoadwoy 2-2706 
MINNEAPOLIS, Minn. 


ARTSIGN MATERIALS CO. 

404 Marquette Ave. — L!-7607 
MORRISTOWN, N. J. 

BOIN ARTS & CRAFTS 

9) Morris St. — JEfferson 9-0600 
NASHVILLE, Tenn. 

GRIFFIN SUPPLY CO. 

155 Fourth Ave. N. — Alpine 4-3368 

NASHVILLE STATIONERY CO. 

1416 Church St. — Alpine 5-651! 
NEWARK, N. J. 

ARTIST SUPPLY SERVICE 

130 Branford Pi, — MA 2-62!19 
NEW ORLEANS, Lo. 

NORTON'S ART SUPPLIES 

738 Poydros St. — RA-1570 


be 


NEW YORK, N. Y. 

BSEE-KO CO. INC. 

155 €. 44th St. — MUrray Hill 2-4224 

(RVING BERLIN, INC 

719 Bth Ave. — Circle 6-6350 

CONCORD ARTIST MATERIALS 

190 Lexington Ave. — LExingten 2-3740 

CRANE-GALLO ARTIST SUPPLIES 

110 W. 31st. St. — LAckowanne 4-9476 

HAMILTON DWIGHT CO. INC. 

136 &. S7th St. — MU 68-1697 

SAM FLAX 

25 €. 26th St. — MUrray Hill 3-2962 

€. 4. & A. C. PRIEDRICHS CO. 

363 Lexington Ave. — LExington 2-0300 

JOSEPH MAYER CO. INC. 

5-9 Union Sq. W. — Algonquin 5-7644 

UNITED ARTIST MATERIALS CO 

32W. S3rd St. — JU 2-6470 
PHILADELPHIA, Pa. 

CENTRAL ART SUPPLY CO. 

1326 Welnut St. — WA 3-1448-9 

HENRY H. TAWS, INC 

1527 Walnut St. — Rittenhouse 6-6324 
PITTSBURGH, Pa. 

8. K. ELLIOTT CO 

536 Penn Ave. — GR 1-3660 

A. &. 8. SMITH CO. 

633 Smithfield $1. — ATiantic 1-912! 
RICHMOND, Virginia 

SPEARS SUPPLY CO. 

501 E. Canol $+. — 3-5178 
SAN ANTONIO, Texas 

JOHN HERWECK INC 

232 Broedwoy 
ST. JOSEPH, Mich. 

LAKESHORE ORAFTING SUPPLIES. INC 

416 Stote St. — YU 3.5527 
ST. LOUIS, Mo. 

Al J BADER CO. INC 

1113 Locust St — GArfield 2870 
TOPEKA, Kansas 

CAPITOL CITY BLUE PRINT CO 

42) Kenses Ave. — 5-1358 
TORONTO, Canada 

LOOMIS & TOLES, LTD 

214 Adelo'de St W. — EMpire 2-1095-6 
WASHINGTON, D. C. 

FEDERAL SUPPLY CO 

1716 H St NOW — RE 7-6686 
WILMINGTON, Del. 

GEORGE HARDCASTLE & SON INC 

417 Shipley St. — Wilmington 2-2314 





You Buy Better 


ART & TYPE 


, with ART DIRECTION, The 
Advertisi 


Published since 1949, issues now average 
ever 120 . Valuable art and idea 
source. Only 00 a year for 12 issues; 
$10.50 for 24. 


ART 
DIRECTION 


18 West 45 St., New York 36, 


N.Y. 


Attention 
getters: 
MACK’S 
“MOPPETS”’ 


Hundreds available. 
Exclusive use. 
Low priced. 
Write your needs 
and request sample. 


DOUGLAS MACK 
1550 Church St., 
San Francisco 14 
Phone: MI 7-5377 


“Rush. Rush! Rush! Why 
can’t they start a 
week early.” 


Magi-Copy Se te Seem 
new D 

Lowest cost anes — "ONY THING _ 

letters, layouts, tearsheets, presenta- 


tions, statistics, reports, clippings, etc. 
FFER (AR) 


r 

| 

i 

| 

I 

10 copies—8Y, 
| 

I 

! 

I 


x 11” of Any One 
Master. Absolutely Free—no obliga- 
tion. Send this ad with your Master. 
Offer good until September 20, 1959. 
(Limit one to a customer.) Receive 
also free price list. 


ALFRED MOSSNER CO.—Chicago 
108 W. Lake St. FRanklin 2-8600 
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173 TIME... SAVE MONEY 


~ 4 


for ART © PRINTING * PHOTO + 
LITHO * SILK SCREEN © ENGI- 
NEERING 
Send for Catalog 
LACEY-LUCI PRODUCTS (0. 
31 Central Ave. * Nework 2, N. J. 


end vp DEALERS: Choice Territories Open 


READY-TO-USE CARTOONS 
6000 
fessional proofs Lan 


HERE’S THE PITCH 
15 pages of fresh new 
drawings for any kind 
of printed matter. 
Ideal for direct mail. 
as low as $7.30 per 
issue prepaid. 


ART MART SERVICE 


P.O.80x 2121-Daccas 1, Texas 


Photos Disappointing? 


See AR for October for . 
‘How to Make the Most 
of Second-Best Photos.”’ 


a soft pencil, is strong as a hard 
pencil, and makes as many clear 
copies as a ball-point pen. It will 
also reproduce clearly on office du- 
plicating machines. 

The new development, says 
Venus, is due to creation of an im- 
proved clay and graphite structure 
with a more uniform structure. 


All-Purpose 
Pencil 


A pencil that can 
be used on prac- 
tically any surface, 
according to J. S. Staedtler Inc., 
Hackensack, N. J., is the Mars- 
Omnichrom. 

It takes a fine point, which can be 
obtained in an ordinary pencil 
sharpener, comes in seven colors, 
and is claimed to write well on 
glass, china, enamel, metal, photo- 
graphs, plastics, foil, and many 
other surfaces, including paper. 

A sample pencil is available. 


- for more details circle 930, page 139 


Pen On 
Negative 


A fountain pen 
that can write on 
negatives is being 
offered by the Koh-I-Noor Pencil 
Co., Bloomsbury, N. J. Called the 
Rapidograph Technical fountain 
pen, it uses India ink, holding 
enough for several hundred nega- 
tives. It can also be adjusted to any 
of five line widths. 


India Ink 
Dispenser 


A new kind of 
drawing ink dis- 
penser, called Ink- 
a-Matic, has been introduced by the 
Higgins Ink Co., Brooklyn. 

The device permits artists and 
draftsmen to fill instruments with 
one hand, speeding up tracing and 
drafting by as much as 32%. 

The artist touches a lever with 
the side of the hand holding the 
pen. This lifts the stopper and 
brings the pen filler into position, 
ready for filling at a touch. 

Available through stationers and 
art supply stores, the unit retails 
at $3.50. 


Brochure Explains 
Photo-Reporting 


In a new brochure, issued by 
Sickles Photo-Reporting, Maple- 
wood, N. J., national advertising 
managers and agency account ex- 
ecutives cite examples of how the 
company has helped them obtain 
pictures and stories for advertising. 

Eight national advertisers de- 
scribe case histories of their experi- 
ences with, in most cases, the fin- 
ished ads being illustrated. 


- for more details circle 931, page 139 











K if 


1 


if you use glossy photos for 
aevertenes promotion or 
publicity . 


if you appreciate the advan- 
tages of — highest quality 
photos . 


and still like a good deal on 
price 


if you need prints “sip now 
when you need them . 


yo u, sir, are a natural to do 
usiness with QPC* 


write 


(or p 


or sam iples and price list! 
ne, is $s quicker) 


QUANTITY PHOTO CO. 


19 W. Hubbard St., 
SUperior 7-8288 


Menmsin 


INTRODUCTORY OFFER! 
Complete ener . 


aamecesccnanasesssess. 


Send just $1 for complete current issue 
of ART DIRECTOR'S CLIP KIT — 
world's finest ready-to-use art service. 
Regularly $8.95 a month, it saves many 
times its cost in hours and dollars. Used 
by many top-drawer advertisers. Actual- 
ly test it right in your own office, then 
if you wish to continue on a month-to- 
month subscription basis, pay only $8.95 
per month (plus sadeaet on quarterly 
invoice. Even lower annual and semi- 
annual rates. You may, of course, cancel 
at any time. weit we dollar today! 


VOLK, PLEASANTVILLE 37, NEW JERSEY 
Rush current issue of ADCK for dollar en- 
closed. If | wish to continue receiving it at 
the rate of $8.95 per month, | need not 

you. If | de not wish to continue 
subscribing after receiving the current 
issue, | will simply notify you te cancel. 


Chicago 10, Ill. 





Art & Photography 


Art Mart Service ..............--- 
Colorage INC. .....-.---cc---c-r-eee-s 
OO TN sa alec ; 
Mack, Douglas ...........--.--.-- 
Major Photo Co. ............. 
Multi-Ad Services ................ 
Quantity Photo Co. 

Stivers Studio 

NONI icin Seakaoendeesodn cohen eae 


Art Supplies 


Bienfang Paper 7 Inc. 
133-134, 
Bienfang Products Corp. 
Brown, Arthur, & Bro. .. 
Chart-Pak Inc. aianaosis 
Craftint Mfg. Co. .... 
Crescent Cardboard Co. 


Balloons 


Eagle Rubber Co. Inc. 


Banners, Pennants 


Hollywood Banners ............65-66 
Pratt Poster Co. .......-..0----0-0- 70 


Binders, Catalog Covers 


Acco Products Inc. ...........--.- 122 
American Thermoplastic Co. 20 
Heinn Co. . 27 
National Blank ‘Book Ce. . 90 
Simon Products Co. 22 
IT. Win Ss: atenivtaraveccomicn OO 


Binding Equipment & 
Materials 


Acco Products Inc. ................122 
du Pont de Nemours, E. I., 
& Co, Inc. .... 7, wl 
United States Plywood Corp. 
Back Cover 


Calculators, Printed 
Graphic Calculator Co. ..... 45 


Camera Lucida 


Goodkin, M. P., Co. ............131 
Lacey-Luci Products Co. ....135 


Control Planning Aids 
Graphic Systems 


Copyfitting Aids 


Craftint Mfg. Co. ................ 129 
PONENT GUD. etslssderessceenceetece 74 


Decals 


Allied Decals Inc. ................138 
WeNOTEOID CO, cnnscceennnncenerences 72 
Multi-Color Process Co. .... 74 
Palm Bros. Decalcomania Co. 138 
Screen Process Printing Co. 138 


Direct Advertising 


Brodie Advertising Service .. 
Colourpicture Publishers Inc. 
Crocker, H. S., Co. Inc, ...... 
Drey, Walter, Inc. .........-...... 
Fon, ©. J. Co. .~ 

Lee Service 

Letter Shop Inc. sda 
Mailograph Co. Inc. ............ 
Moss, M. E., & Co. 


Display Materials 
Electro-Motion Corp. ne 
Goes Lithographing Co. . 


Hollywood Banners ....... 
Kleen-Stik Products Inc. ........ 


Display Motors 
Vue-More Corp. ........--..------+ 62 


Duplicate Plates 


Progress-Hanson-Progressive 


Duplicating Service 
Mossner, Alfred Co. ............ 135 


Envelopes 


Colortone Press 

Du-Plex Onvelope Corp. 
Globe Envelopes Ltd. .......... 53 
Tension Envelope Corp. ........ 46 


Fluorescent Inks & 
Materials 


Allied Decals Inc. ...W........... 
Radiant Color Co. ................ 70 
Switzer Bros. Inc. .............-... 38 
Gravure Services 


Acme Gravure Services Inc. 99 
Collins, Miller & Hutchings 
108 
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Naz-Dar Co. . 
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Switzer Bros. Inc. 
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Moss, M. E., & Co. ..W........... 
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Avery Label Co. .................. 103 
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Ever Ready Label! Co. ........ 101 
Fasson Products 
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Reyburn Mfg. Co. Inc. ........ “104 
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Lettershops 


Brodie Advertising Service .. 51! 
Lee Service ..... 54 
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Loose Leaf Sheets 
Aigner, G. J., Co. .............. 110 


Magazines 


Art Direction . 
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Mailing Lists 


Drey, Walter, Inc. ........ 
Mosely Mail Order 
Service Inc. .. 


Manikins, Rental 


Madisonia Manikins Inc. ...138 
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Dow Chemical Co. ............ 95-96 
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Photo Prints, Quantity 
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Quantity Photo Co. .............. 135 


Photo Lettering & 
Typesetting 
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Photoengraving & 
Platemaking 
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Lake Shore Electrotype Div. 53 
Northwestern Photo Engrav- 
ing Co. a 
Partridge & Anderson Co. .. 
Printing Arts Research Lab- 
oratories, Inc. ............ 116-117 
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Photographic Equipment 
& Materials 


Goodkin, M. P., Co. ...........131 
Lacey-Luci Products Co. ....135 


Postcards, Color 


Colourpicture Publishers Inc. 48 
Corona Color Studios 
Crocker, H. S., Co. Inc. .... 52 


Premiums & Specialties 
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Eagle Rubber Co. Inc. ........ 87 
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Presentation Material 
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Heinn Co. 27 
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Simon Products Co. ...........- 22 
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Printing 
= Box Collotype Studios 
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Nebraska Farmer Co. .......... 92 
Universal Loose Leaf Mfg. 


Projectors 
Tel-A-Story Inc. ..... 
Webster Electric .... 


Publicity Distribution 
Service 


Special Correspondents Inc. 


Screen Process 


Richmond Sign Co. . 74 
Screen Process Printers Assn. 104 
Screen Process Printing Co. 138 
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Meyercord Co. 0.0... 72 
Multi-Color Process Co. ...... 74 
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Screen Process Printing Co. 138 


Sign Materials 


Kleen-Stik Products Inc. .... 25 
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Signs & Identification 
Materials 
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Arlington Aluminum Co. .... 19 
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Webster Electric ..... 39 


Window & Store Displays 


Arlington Aluminum Co. .... 19 
Frederick Photogelatine Press, 
135 oS ..... 105-106 
: Hollywood Banners 65-66 
Mohawk Business Machines 
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Shinn, Cobb 

Stivers Studio ...................... 


Stock Mailers & 
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Thompson, Arthur, & Co. 49-50 
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Mack, 
Shinn, 
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Turntables, Display 
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Prufemed Souteed fov 


Services and Supplies 


ADVERTISING SPECIALTIES 


EXECUTIVE GIFTS 


SEND TODAY FOR 
FREE FULL-COLOR 
XMAS GIFT CATALOG 


Action Advertising New rors AY 


RENT A GLAMOR GAL 


who will work all day—and 
all night without getting 
tired! Madisonia provides 
the perfect ladies’, 
men’s and children’s 

figures for your 

special promo- 

tions! 


MADISONIA ree INC. 
Also custom § scul 
of mo P.0.P. L_ 


NEW YORK: 152 W. 25 St., CHelsea 3-1550 


PROJECTORS 


AUTOMATIC ADVERTISING 
PROJECTORS FOR EVERY 
NEED AND PURPOSE 


eeeeeeeeeeeeeee 
TEL-A-STORY, INC. 
Dept. A-9 523 Main Street, Davenport, lowa 


METAL SIGNS 


ENAMELED BLANKS 


©Tackers ° Real Estate ° Traffic Control 
*Ciroles * License Ptate ° Steel * Aluminum 
©32 Ga.te 14 Ga. ©All Sizes, Shapes, Colors 


UFACTURI 


THE YARDER NG 
725 PHILLIPS AVENUE, TOLEDO 12, OIG 
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STOCK ART & PHOTOS 


with 
STOCK CUTS 
and 


STOCK PHOTOS 
© POR LETTERPRESS 
© FOR OFFSET OR PASTEUP 
(Pay only for subjects you reproduce) 
Over 160 poges, size % x 12, plastic bound. A thousond ond 
one ideas in Art. “co ew and corral. Cpa al 


COBB SHINN 


DECALS 


ata a 


VALANCES 


re ag IN POINT-OF-PURCHASE RTISING. 
ENT PRESSURE SENSITIVE (WATER- 
tess) TYPES AND WATER APPLIED TYPES TOO. 


SOME SALES TERRITORIES OPEN-COMPLETE DESIGN SERVICE 


aie ca Se, one 


r nee] MDANY = 


VIBRANT 


LONG LIFE 
BRILLIANT 


MADE TO YOUR SPECIFICATIONS 
etl 


ALLIED DECALS %422 HOUGH AVE 
ao. aco 2s0 0) C 


D3, OHIO 


NEW WATERLESS 
DECALS 
comes in seconds Fumanens type sough WAL 


ter. Saves labor; 
in storage. — at YOUR 8 SPECIFI- 
NS.. coring oe our trademark. 
Send 1 now for FRE SAMPL Gan and estimate. 


PROCESS PRINTING CO. , P.0.Box 948, Wichital Kansas 


COMPLETE PRINTING SERVICE 
LETTERPRESS AND OFFSET 
Fast Dependable Reprints 
Phone HArrison 7-1811 
Univereat | Laces Leaf Mfg. Co. 
161 W. Chicago 5, iil. 


COLOR POST CARDS 


5 WH NATURAL COLOR S89 00 


POSTCARDS 


JUMBO—RETURN REPLY—ACCORDION CARDS 
= SHEETS—8's x 11 


CORONA COLOR STUDIOS 


Now! The QUALITY of Dye Transfer COLOR 

ae LOW COST! 25—8x10 Prints, 

One or 1,000, Jeweltone 

fully colon ‘balanced — bn ideal for 

ev sales, need. 

Consistent faetry In - x * 4 Flexi- 

bility for corrections. Guaranteed service. 

Also, Carbro Quality Repro Prints. Prices 
and samples on request. 


COLORAGE, INC. 
1168 $. Hollywood Wey, Burbank, Calif. 


Better 


Mousetraps 
Need 
‘Sell’ 


They used to say, “build a 
better mousetrap and _ the 
world will beat a path to 
your door.” 


This may well be so—but 
something’s missing. The 
world has to know about 
your better mousetrap, or 
your audio-visual aids, or 
your new paper or the thou- 
sands of products and serv- 
ices needed to put life in 
advertising, promotion and 
merchandising. In short, you 
need a showcase. 


If you have a product or 
service which today’s buyers 
and specifiers in promotion, 
production and merchandis- 
ing should be using, the 
place to show it to them is 
Advertising Requirements. 


With an editorial format tai- 
lored to their daily profes- 
sional needs and _ interests, 
AR is read and responded to 
by thousands of executives 
whose purchases create a $3 
billion market annually. 


Use the AR showcase 
for 
Advertising Results 





ANY 
LETTER 
LOOKS 
BETTER 
ON 
PLOVER 
BOND 


P is for Pride. It’s only reasonable to believe that paper as visibly better as PLover Bonp has been crafted with 
pride. Select raw materials? Unqualifiedly necessary! The purest papermaking water in the world? Without a 
doubt! And a pride of craftsmanship, the likes of which is rarely seen in this hectic, hustling world. Eyes on 
test tube and control panel, but with feet firmly planted in the tradition of craftsmanship. Our modesty pre- 


vents us from ecstatic adjectives, but we feel justified in our pride. And you'll be equally proud, we believe, 


when vour letterhead appears on PLover Bonp. whine PAO ER bape: Company, Stevens Point, Wis. 


the visibly better letterhead paper 


BETTER PAPERS ARE MADE WITH COTTON FIBER 





“For presentation covers and catalogs that require looks and 


toughness, we use 


with confidence.’ 


. Says JACK SLOVES, President, Sloves Mechanical Binding Company, Inc. 


“Whether it's a cover for a gilt-edged board of directors re- 
port, or for a salesman’s portfolio that’s exposed to a lot of 
wear and tear, we know our customers will be completely, 
satisfied if we make it of Koverite,” says Mr. Sloves. “Not 
only does Koverite have the rich, meaty feel and look of 
real leather, it also has the strength and durability to stay 
good looking indefinitely.” 

If you need colorful cut flush covers that are tough to tear, 
even at the edge, make sure you tell your supplier vou want 
them made of Koverite. You can have them die-cut, screen 
printed, or embossed—Koverite resists splitting and fraying, 
stavs neat and serviceable. 


KOVERITE® tats. 


Manufactured and distributed by THE BARASH COMPANY, a division of 


UNITED STATES PLYWOOD CORPORATION 


Available in a variety of thicknesses and grain textures, 
Koverite comes in a wide range of permanent colors that are 
impregnated clear through so nicks and scratches are vir- 
tually invisible. And a Koverite cover costs up to 15% less 
than one made of any material that approaches Koverite’s 
flawless quality. 


SEND FOR FREE KOVERITE SWATCH SAMPLER 
The Barash Company 
Dept. AR9-59, 122 Fifth Avenue, New York 11, N. Y. 


Please send me a free Koverite swatch sampler. 








